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Hoover year after year is shared by Hoover dealers. 


The world’s record in unit sales is possessed by 
Hoover. 

In 1927, Hoover sales, already one-third greater in 
dollar volume than those of any other electric cleaner, 
showed a gain three times that of the nearest com- 
petitor. 

Because every Hoover sale is a dealer sale, every 


Hoover dealer shares in this phenomenal increase. 


THE HOOVER COMPANY, NORTH CANTON, OHIO 
The oldest and largest maker of electric cleaners. 
The Hoover is also made in Canada, at Hamilton, Ontario 


HOOVER 


LEADERSHIP and YOU 


We'll see you at the N. E. L. A. 
Convention 
As usual, we will have a convenient meet- 
ing place for Convention Visitors in our 
Booth (No. 364A). Hoover executives and 


engineers will be there to welcome you. 


How largely individual Hoover dealers have shared in this great 
volume of Hoover business is shown by the following figures: 

The first 20 Hoover dealers have sold to date an average of 
$1,251,318.35 each. 

The first 10 Hoover dealers have sold to date an average of 
$1,724,612.70 each. 

The first 5 Hoover dealers have sold to date an average of 
$2;325,569.00 each. 


The first 2 Hoover dealers have sold to date an average of 
$3,565,773.00 each. 
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What More Millions 
Could You Ask? Will read the story 


Here is a selling proposition that offers wide-awake elec- 
trical dealers the biggest merchandising opportunity since / 


— of Le 
the radio! ra y Cf EL y} Q 0) fi 
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Telechron . . . the Electric Clock, takes accurate time i 
right from the electric outlet, its tiny motor operating on e ! ; 
the impulses of alternating current sent out by the power In 1928 e 4 
station. A proven product . .. in service for 8 vears, in ; a 
thousands of homes and offices. Models suitable for every Advertisements nee appeeree ME D 
room ... witha price range to fit every purse. Backed ularly in these magazines, read by P 
by forceful national advertising, reaching millions .. . the people in your community 
and by intensive factory co-operation. whose trade means good profits for 

you: BS 
Dealers who are quick to grasp the amazing sales oppor- ' THE LITERARY DIGEST : 
tunities of Telechron are making generous profits. So ATLANTIC MONTHLY é 
can vou! Write for details. ee 4 


GOLDEN BOOK 
WORLD’S WORK ‘ 
REVIEW OF REVIEWS be 
HARPER’S MAGAZINE as 
Page advertisements in color are 
appearing in VOGUE, VANITY 
FAIR and HOUSE & GARDEN. 


4 Moreover, Telechron Time is be- .) 
ing broadcast from many impor- 
tant Radio Stations. 


Why not take full advantage of 








Meade also in chime and strike models. all this publicity? 
WARREN TELECHRON CO., 22 Main St., Ashland, Mass. a — 
In Canada: Canadian General Electric Company, 212 King Street, Toronto, Ontario 1%," Yr] te or W re 


Foreign Representative: International General Electric Co., Schenectady, N. Y. 








for Details 
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—of special interest to commercial men 


OMMERCIAL men—and women—attending the 

Fifty-first N.E.L.A. Convention and Exhibition 

at Atlantic City, N. J., June 4-8 will find the 
following general-session “high-spots” and group meet- 
ings of special interest : 


Sunday, June 3—Home Service Subcommittee, Women’s Commit- 
tee, Hotel Dennis, 2:30 p.m. 


DurRING GENERAL SESSIONS 


Tuesday, June 5—“Radio’s Relation to Electric Light and Power,” 
. P. Davis, chairman of board, Nat’l Broadcasting Co., 
11:40 a.m. 


Wednesday, June 6—Report, Commercial National Section, J. E. 
Davidson, chairman, 10:00 a.m. 
“Fundamentals of Electrical Merchandising,” Oswald W. 
Knauth, vice-president, R. H. Macy & Co., Inc., 10:20 a.m. 
“Government and Business,” John E. Edgerton, president, 
Nat. Ass’n of Mfrs., 3:45 p.m. 
“Electricity and the Farmer,” Clifford V. Gregory, editor, 
Prairie Farmer, 4:55 p.m. 
Thursday, June 7—Report, Prize Awards Committee, W. H. 
Onken, Jr., chairman, Electrical World, 9:30 a.m. 
Report, Lamp Committee, Frank W. Smith, chairman, 
9:45 a.m. 
Report, Accounting National Section, E. A. Davis, chair- 
man, 10:05 a.m. 
“Teamwork for Electrical Development,” W. W. Freeman, 
president, Society for Elect’l Development, 2:40 p.m. 


Friday, June 8—Address, Mrs. John D. Sherman, president, Gen- . 


eral Federation of Women’s Clubs, 9:40 a.m. 


“Electrical Advertising,” John F. Gilchrist, vice-president; 
Commonwealth Edison Co., 10:20 a.m. 


“The Power Industry in the Marketplace,” James H. Mc- 
Graw, president, McGraw-Hill Pub. Co., Inc., 10:45 a.m. 


Electrical M erchandising, June, 1928 






EARL WHITEHORNE, 
Editorial Director 

L. E. MOFFATT, 
Managing Editor 














Commercial Section Session 
TUESDAY, JUNE 5, 2:15 P.M. 


Meeting Room No. 4—Vernon Room—Chalfonte- 
Haddon Hall Hotel 


2:15—J. E. Davidson, chairman, Commercial Na- 
tional Section; Nebraska Power Co. 


2 :25—Announcement—Nominating Committee. 

2:30—Commercial Director C. E. Greenwood. 

2:45—Customer Relations Committee, C. L. 
Harrold, chairman; Brooklyn Edison Co., Inc. 


2:55—Domestic Electric Range Committee, A. B. 
Collins, chairman; Alabama Power Co. 


3 :05—Electrical Advertising Committee, C. J. 
Eaton, chairman; Middle West Utilities Co. 


Electrical Advertising, Samuel N. Holliday, as- 
ge to president; General Outdoor Advertising 
o., Inc. 


3:30—General Merchandising Committee, C. E. 
Greenwood, chairman. 


3:40—Home Lighting Committee, C. L. Dunn, 
chairman ; The Ohio Public Service Co. 


3:55—Wiring Committee, M. C. Huse, chairman; 
The Philadelphia Electric Co. 


4:15—Lighting Service Committee, J. Daniels, 
chairman; The Edison Electric Illuminating Co. 


4:25—-Power Committee, H. W. Derry, chairman ; 
The Union Gas & Electric Co. 


4:45—Transportation Committee, L. M. Branch, 
chairman ; Commonwealth Edison Co. 


4:55—Industrial Heating Committee, W. H. Sam- 
mis, chairman; Consumers Power Co. 


5 :05—Report—Nominating Committee. 


























Do Electrical 


Pe PuQurse.v 


tion. We believe in the idea. We urge it as an 

industry policy. We make a lot of fine gestures 
through our national associations. But locally—where 
the actual work of developing the electrical market must 
be done—we don’t practice it much. 

As a matter of cold, hard, uncomfortable fact, co- 
operation has not gotten very far among electrical men, 
in your town and mine, when it comes to the daily doings 
in the marketplace among the men who are selling appli- 
ances into the home. The different kinds of dealers on 
whom the industry must rely to introduce electricity into 
the lives of John and Mary and little Jack and the baby 
by providing them with cleaners, washers, toasters, fans 
and heat pads and the rest are really not helping each 
other much. They may be theoretically sympathetic. 


\ , J] E ELECTRICAL men talk a lot about co-opera- 


_ —_— 
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But in the average city they are not doing anything par- 
ticularly about it. And they are daily blindly, persistently 
and selfishly working against each other in a manner that 
is destructive of their own best interests. 

“Well, well!” you say, “Strong words, my lad! Strong 
words! Now, tell me, who are these persons you accuse 
of this high crime and misdemeanor ?” 

Why they are all of us—all of us regular fellows in 
the industry—so intent on selling electrical merchandise 
that homes may be equipped completely and enjoy the 
luxury, comforts; convenience, utility and economy of 
modern electric service. They are the power companies, 
the manufacturers, the jobbers, contractors and electrical 
dealers and also the department store and hardware men 
who are playing an increasing part in selling electrical 
household equipment nowadays. That’s who they are. 

Individually these men are right. 
They are honest, industrious and en- 
thusiastic over the great good that 
electricity does in the world. But as 
a group—as a 
family —t he y 
certainly do not 
pull together. 
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Men Co-operate? 


1 On TRIAL 


They don’t pay much heed to what helps or hurts the 
others. Their attitude gets pretty close to dog-eat-dog at 
times and places. And frankly, I believe they fail to 
realize it because they have never yet taken the time and 
trouble to really think anu to care about that phase of it. 
But I believe they would care if they stopped once to 
consider. I believe they would not only care but readily 
would face the obvious responsibility and grasp the op- 
portunity that the facts of the situation would suggest 
to them. 


MN D now, because it’s interesting and perhaps worth 
while, let’s just seat these seven men in a jury box. 
Why not? And then let’s put them all on trial before 
themselves. The charge will be—that they have failed to 
co-operate locally to build the electrical market. And 
because all of us know so well the case for the defense— 
we know what has been done co-operatively so far—to 
spare ourselves too many words, we'll just review the 
prosecution. So convene the court and 


Call the Manufacturer— 


He has organized the appliance industry on a basis of small 
production and high price, with profits too small to himself and 
his distributors and retailers to finance mass advertising and 
market building—and so the magazine with twenty-five pages on 
motor cars and 10 on radio will have only two ads on some use 
of electricity in the home. He has tried to help the central sta- 
tions and the dealers by providing crutches instead of strength— 
selling help instead of profit margin—which would be a far more 
practical co-operation. He has established more weak dealers 
instead of making present dealers strong. 


Call the Jobber— 


He is doing himself and the industry great harm by loose 
credit methods that have embarked countless contractors and 
dealers in the appliance business who have no hope of success. 
This is not true co-operation. Co-operation demands self control 
and a policy that looks into the future. He has allowed local 
initiative in selling appliances to slip out of his hands, because 
he has tried to sell these specialties as he sells staples. 


Call the Power Company— 


It has taken life too easily in the commercial sense. It had a 
monopoly and did not have to sell it’s service because it was pop- 
ular. When appliances came, it gave no thought to the establish- 
ing of values and building a market and a trade. It began by 
giving things away, then selling at cost, regardless of the fact that 
this prevented manufacturers, wholesalers and dealers from estab- 
lishing price levels that would build a prosperous industry and 
provide a margin to finance mass production and mass sales. Now 
gradually the principle of selling from list price is taking hold, 
but for lack of price courage, the power company compromises 
by giving away extravagant premiums and ridiculously long time 
payment terms with too small down payments and setting up a 
competition that other dealers cannot meet. It isn’t done in selling 
other things-to these same homes, where unsubsidized merchants 
do the selling, and get the price. It is not necessary here. 

All this is an abuse of the financial power of the central station. 
Ranges and water heaters while still in their pioneering period 
may need long time and easy terms but other appliances must be 
Set up in the market so that there may be many dealers selling 
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in large volume. And the power company should not hinder, by 
demoralizing values. It should equalize competition in every 
way possible, at least by extending its easy payment facilities to 
all dealers who sell good quality appliances that build load. If 
the power company desires to co-operate, it should do all this 
and in addition advertise and build the market that all dealers 
may sell more since every sale increases energy consumption. 
Power company men should set aside their present selfish attitude 
toward appliance sales and work to develop a more prosperous 
trade. 


Call the Contractor— 


He sins constantly against co-operation by his unwillingness to 
help himself. When the power company starts a co-operative 
campaign, he rides on it as far as he can see immediate profits 
but with little sense of his duty and his opportunity to contribute 
a little motive power to the common purpose. He has degenerated 
his selling into a price cutting warfare and sacrificed his own 
interests and those of all other electrical men by installing in- 
adequate wiring. Yet the energy now spent in abusing the light- 
ing company and the curbstoner would sell more wiring and com- 
plete equipment into homes and make him a prosperous business 
man. 

(Continued on page 129) 
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_ AA “Super Statesman’ 















“Do not merely sell equipment. 


F, AS Glenn Frank has expressed it, the engineer 

is the statesman of today, we might consider the 

women now in the home appliance field as among 
our “super statesmen.” For these women hold a strategic 
position as a link, or still better, as an interpreter, between 
the manufacturer of equipment and those women who use 
it in their homes. 


The growing importance of the. woman’s position in 


the appliance field was thus indicated by Katharine 
Fisher, director of Good Housekeeping Institute, at the 
recent Electrical Appliance Conference of the Home 
Service Bureau of the Metropolitan Section of the 
National Electric Light Association. 

“The ‘electrical’ woman is the partner of the indus- 
trial engineer,” Miss Fisher told the Conference, “the 
engineer as the balance wheel to you; you as a balance 
wheel to him. The engineer develops an efficient device. 
What happens to that device? It may go into a home 
where it gives very satisfactory service because the 
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Sell what equipment in do.” 
Practical counsel to help the salesmanager and his staff increase 
business on refrigerators, ranges, troners, cleaners, washers 


Director of Good Housekeep- 
ing Institute emphasizes the im- 
portance of the home service and 
saleswoman as the interpreter of 
the electrical industry to the 
home, and of the home to the 
industry 





woman who purchased it has been properly instructed in 
its best use and therefore knows how to get the most 
effective service from it. On the other hand, it may go 
into a home where the woman, because of too meager 
instruction in the use of the device, is disappointed in it 
and becomes discouraged and dissatisfied with her new 
piece of equipment. Consequently, this equipment may 
have rather a precarious existence in that home. If you 
should enter at this point, the future of electrical, a: : 
in fact, any modern equipment in that home, will | 
more assured. 

“The purchaser is all too likely to overlook the fact 
that a type of equipment, an electric range for instance. 
that she is using for the first time, is really a new and 
untried tool to her. She must therefore learn to use it 
to advantage before she can fairly pass final judgment 
on the service it will render. 

“The lack of knowledge of how to best use any piece 
of equipment, and of the service it will give, if used 
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In The Industry 


KaTHARINE A. FIsHER 


properly, may greatly discount the value of that equip- 
ment in the home. Take the refrigerator, for example; 
the Institute frequently receives letters on refrigerator 
problems from Good Housekeeping readers that indicate 
a lack of understanding of the real function and the most 
effective use of the refrigerator. For, unfortunately, in 
selling a refrigerator its main function, refrigeration, is 
often not sufficiently stressed. A household refrigerator 
is not a cold storage plant, nor is the electric refrigerator 
an icemaking plant, or an ice cream freezer. 


= HE storage of food in any household refrigerator 

should be as short as marketing convenience per- 
mits—for even the best of refrigerators will only retard 
spoilage. We do not recommend that milk be kept longer 
than a day or two, for changes will take place in milk 
in the best of refrigerators. It may not become sour and 
there may be no marked difference in taste, but it will 
increase in bacterial content and the more bacteria, the 
less milk! Other changes in food value may take place, 
so our recommendation is ‘Short storage for health’s 
sake.’ And a good refrigerator, if properly used, is an 
important health center in every household. Then, too, 
storing food for days at a time tends to crowd the food 
compartment and interfere with the very necessary circu- 
lation of air in the refrigerator. 

“We recommend the covering of practically all foods 
in the refrigerator, with the exception of berries, which 
keep in better condition if picked over and spread uncov- 
ered on a tray or shallow dish. We have found that 
lettuce and other salad greens keep well for a day in 
a damp lettuce bag, but if kept longer, it is well to store 
them in a covered refrigerator dish to retard wilting and 
to preserve their fresh green color. One of our readers 
recently complained that mayonnaise, stored in her new 
electric refrigerator, always curdled when it stood on her 
kitchen table for a short time. On experimenting with 
this problem, we found that the mayonnaise did curdle 
if it had been kept in the coldest part of the refrigerator. 
However, when stored on a shelf where the temperature 


was above 40 deg. F. we experienced no trouble from 
curdling. 


“| N J E HAVE frequent complaints as to the sweating 


of refrigerators, many believing that because’ 


moisture sometimes forms on the outside of the cabinet 
they must have selected an inferior refrigerator. We, 
of course, answer such complaints by explaining that 
Sweating is a natural phenomenon—even on the best of 
refrigerators—especially on warm, humid days, and that 
it may be more marked around the doors and on the 


front frame. All one can do is to wipe off the moisture 
that collects. 
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“FINHE freezing of desserts in the electric refrigerator 


is fortunately not being stressed quite so much now. 
Few types of desserts can be satisfactorily frozen since 
they cannot be constantly stirred while freezing, and there 
is uncertainty in any refrigerating unit as to the time 
required for freezing. And if the dessert is removed 
for frequent stirring, the freezing is very considerably 
delayed.” 

The members of the Conference were urged to teach 
purchasers the best and widest possible use of electrical 
devices in order to keep these in full service and off the 
shelf. A shelved appliance brings no satisfaction to the 
owner and no revenue to the electric company. Further- 
more, it discourages the purchase of other useful devices. 
Housekeepers should also be led to appreciate the im- 
portance of keeping all devices in good condition and of 
attending to small repairs before these develop into 
major repairs. The keeping of any appliance clean and 
well lubricated, where lubrication is necessary, is impor- 
tant, too. And the life of all connecting cords is to a 
great extent determined by reasonable care. 

“Do not merely sell equipment. Sell what that equip- 
ment will do,” Miss Fisher emphasized. “Take the 
ironer for example. It may be an exceedingly useful 
piece of equipment and render an important economic 
service even in homes not using a washing machine. For 
today the power laundry offers a wide variety of services, 
including the inexpensive ‘rough dry’ and the ‘wet wash’ 







“The ironer may render 
an important economic 
service even in homes not 
using a washing machine.” 
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service. Women taking advantage of these cheaper 
laundry services may still have much use for an ironer. 
There are fine opportunities for the ironer, yet it would 
seem to us that it is an appliance that has not yet been 
properly sold. We have now the ironer in sizes to fit 
almost any available space for it in the home, and it is 
a piece of equipment that surely has a promising future, 
if all its possibilities are kept in mind. 


“TN SELLING electrical equipment, the saleswoman 
would do well to guide the selection made, as far as 
possible. In this the 
customer’s interests 
should be well and care- 
fully considered. Do 
not try to sell her ap- 
pliances that you feel 
she may not make gen- 
erous use of, or that 
you may find she really 
* does not need. As I 
have already said, an 
appliance that is seldom 
used brings little satis- 
faction to the user and 
discourages the pur- 
chase of more useful 
devices. In fact, it is a 
good thing to study the 
customer’s needs when- 
ever possible, for each 
customer after all, pre- 
sents a special problem. 
How much will her 
budget stand in the way 
of purchases? What ap- 
pliance will best serve 
her particular needs and 
what equipment can she 
afford? Customers will 
appreciate your sincere 
interest in their prob- 
lems and the fact that 
they can trust you to 
serve their best interests. For purchasing home equip- 
ment today is no simple matter. 

“The woman who sells or promotes the use of elec- 
trical equipment faces a wide variety of problems. The 
scope of her activities and her opportunities for service 
are unlimited. When she sells a washing machine, for 
example, she is really touching the whole field of textiles, 
especially the care of textiles; laundering methods that 
will preserve textures and prevent shrinkage of certain 
fabrics; the most effective methods of removing soil; the 
safe removal of stains; the softening of hard water; the 
effects of temperature on the clothes being washed; the 
futility of trying to ‘set’ colors in colored fabrics to 
prevent fading, etc., etc. In selling a range, it is to her 
advantage to study effective top-stove and oven cookery, 
and the planning of meals that will make the best 
use of the oven time and temperature controls. In- 
deed, it is by no means beyond her province to 
study the planning of meals that are balanced as 
to their food value. 








6 HE manufacturer has a responsibility to his cus- 
tomer to see that she is provided with an appliance 
that will give her satisfaction under the varied conditions 
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of use in the home. The customer has a right to expect 
well-made and reasonably fool-proof appliances, with 
refinements that make these appliances really convenient. 
Here is where she greatly needs your assistance in teach- 
ing her to appreciate well-made, serviceable equipment. 

‘We are hearing much about the importance of more 
convenience outlets in wiring a house. But are con- 
venience outlets always conveniently located, espe- 
cially in the kitchen and laundry? Many are now 
being placed at elbow height and this practice 
should be encouraged. 

** ALL these conven- 

iences you can 
help to bring more 
quickly and you can be 
of assistance to the man- 
ufacturers and their 
engineers by bringing to 
their attention the need 
for such refinements in 
modern equipment. At 
the Institute, our engi- 
neers, of course, work 
very closely with the 
women members of our 
staff, and our testing 
work benefits accord- 
ingly. For one is a bal- 
ance wheel to the other. 
We are not only able to 
test our equipment more 
thoroughly, we are also 
able to make more 
worthwhile recommen- 
dations to manufactur- 
ers who are coming to 
us in increasing num- 
bers for advice and 
counsel in developing 
new equipment, or in 
improving their present 
models. 

“The customer, on the 
other hand, has a very 
definite responsibility to the manufacturer in giving him 
fair co-operation in the care and in the intelligent use of a 
good appliance. The slogan ‘the customer is always right’ 
may easily become a pernicious one, unless the customer 
appreciates some of the manufacturer’s problems in the 
merchandising and in the servicing of devices. After the 
expiration of the period during which free service may 
have been offered, there is sometimes a tendency on the 
part of the user to still expect free service. While repair 
bills for the family automobile are usually taken as a 
matter of course, repair bills for household equipment 
are not always so accepted. And again, here is where 
you may function to advantage in your role as inter- 
preter. 

“The electrical industry needs you as that interpreter. 
In fact, you have already become key people in the 
industry, capable of influencing its future in a most sig- 
nificant way. As I pointed out in the beginning, you 
are a partner of the industrial engineer, and as such, 
can best bring to his attention the need for certain refine- 
ments in equipment which will mean added convenience 
to the user. And ina large measure you may determine 
the extent to which electricity will continue to be used 
in the home.” 


“In selling a refrigerator, 
its main function, refrig- 
eration, is often not suffi- 
ciently stressed.” 






































Electrical Merchandising, June, 1928 














18,457 PeRCOLATORS 


in ‘Ie O 


Weexs 


New York Power and Light Corporation employees cam- 


paign in twenty-four towns. 


S REPORTED briefly in Electrical Merchan- 
A dising’s Firing Line News section last month, the 
New York Power and Light Corporation, with 
headquarters at Albany, N. Y., ran an employee cam- 
paign in twenty-four towns during the last half of April, 
featuring percolators. Now we have the details. 

18,457 percolators (“Dover”) were sold for $3.98 each 
by 2,275 company employees, 90.6 per cent on special 
campaign terms requiring no down-payment and per- 
mitting customers to pay in conjunction with light bills, 
at the rate of $1 per month. Sales by towns and 
divisions were as follows: 





Resident Percolator 

Customers Sales 

PNMEINIE ORG oie ot ued nee ne oeuees 55,000 3,977 
WWGOMREEG coho see wis orraeenseweacuaes 38,500 2,901 
PMI oo 5 coo op Sas a ae dees BE ai els 35,945 1,912 
CHOHENUNO Socio eo 6c ictiecwnsleaneswene es 29,711 2,356 
i ES Og errr cr rer Tre ear 20,064 977 
GHONGIAVINGS <sc1os 0 csnic ess ccees sees cs F 8,848 1,153 
PRISON. os. 5 ic8 6 Vieins Lees das ea hee sac0 765 627 
Ce a8 es a atra PDAKS Raw aes 6,775 581 
TONNE 5 oc aiias 1a Po Caacs ne Mens eee 346 546 
PONE ic alecc oe a acc kds sak oe id dire oatelnwe 4,256 264 
MIRC oo or 60 8: 5 as5) S50sias ¥ cieiai i cce BLS NOLES Ma 3,364 345 
Be lea Pal ora o) 6 095.013: BAA 6s Sevscee neieceere 3,169 530 
BRUNO GUN gos < 5 kale 0.c%5.6) o.clecoon cain seas 2,891 234 
GERGEWIOM CNY. floc cowie siaecieonaveeeRouns 2,547 342 
WROUFIDGN Perec s'ccic ss Aaiind eee cue wee we welds 2,083 200 
RI OINIMOUNOE oasis oral or Sio-e Kayan edie ee es 1,816 238 
WPRPRTNEANIS rc oh cS 6. osc ace oes eeeeca tines 2 1,390 184 
13) OCC 1151) rere acter enna rncrer an 1,171 281 
WENGE NE coco ccicic oo. ce b oldies wa oue suees 1,110 275 
WAIN le io cine erecda'd Sawa, tare aldes 1,102 128 
CAIN CONG sis oo sic Lk ns cin clearee « ROKK 1,098 136 
Cane ers oie Seuaecbucuenes 652 142 
WGROM ooo oats 5 Soe s ence Saeee pean Rees 615 50 
PONG IONE S oo o5 chrwic ot eu ccocunenceutios 561 78 
Wet so Saas ccocdiaaned eReensmeeous 236,779 18,457 


Prior to the campaign letters were mailed to all dealers 
in the company’s territory, urging these dealers to 
participate in the drive, and offering to supply per- 
colators at a net price of $2.80 each in lots of 6, with 
the understanding that these could be returned to the 
utility for full credit on May lst if unsold. Window and 
floor displays, similar to those prepared for the utility’s 
own branch stores, were also available to co-operating 
dealers. 

Three 2x8 inch advertisements urging “Better Coffee” 
—the sales approach decided upon—were published in 
newspapers throughout the territories prior to April 15th. 
Each company employee was mailed a folder entitled 
“$1,575 in Prizes,” giving full details of the contemplated 
campaign and prizes available, an order book and a per- 
sonal letter from the district manager urging partici- 
pation. . 

In order to give zest and interest to the campaign, 
divisions were organized along the lines of a baseball 
league. Division managers became baseball team man- 
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Dealer participation sought 


agers. District managers were appointed coaches and 
were the key men in various parts of the system who 
organized small groups of employees and collected sales 
reports, etc. Managers met with coaches, coaches with 
assistants and assistants with individual departments in ad- 
vance of the opening of the campaign to familiarize each 
employee with the part to be played, to provide selling: 
talks and to outline the routine to be followed. This was 
all previously planned and incorporated in a carefully 
worked out plan book. 

On the opening day of the campaign a 4x12 in. adver- 
tisement announcing the special offer appeared in every 
newspaper in the Mohawk-Hudson territory. Employees 
made house-to-house calls. Some enlisted church clubs, 
social organizations and similar groups to help them win 
prizes and make quotas. A small booklet telling how to 
make better coffee was left at each home house-to-house 
canvassed. 

Contest rules, as outlined in the explanatory folder 
sent to employees prior to the drive, were as follows: 


1. The contest opens Friday, April 13. 


2. A commission of 50 cents will be paid for each percola- 
tor sold or delivered. If you are unable to deliver the 
percolator a deduction of 10 cents will be made from 
your commission to cover delivery cost. 


3. Prizes, totaling $1,575, will be awarded. 


4. Regular salesmen of the company will be paid commis- 
sions but will not be eligible for prizes. 


5. There are no territory restrictions. 


6. Winners of grand prizes are not eligible for division 
prizes. 


7. Turn in your signed orders each morning before 10 a.m. 
8. Contest closes Monday, April 30, at 10 p.m. 


Prizes offered were: Grand prizes—$300 first, $200 
second and $100 third. Company prizes were, first $75, 
second $55, third $40, fourth $30, next five $20, next 
ten 10, next twenty $5. 


CCORDING toe J. H. Van Aernam, Merchandise 
Manager of the New York Power and Light Cor- 
poration, the success of the campaign was principally due 
to two factors. First, greater acceptance on the part of 
the customer was assured by advancing the argument of 
better coffee, rather than stressing the features of the 
appliance itself. This also permitted easy training of a 
hastily organized and inexperienced sales force. 

Second, in the selection of a low-priced aluminum 
percolator the market was broadened and daily use of the 
device encouraged. 

The company urged BETTER COFFEE, provided 
an appliance that would make it at a low price and the 
result was the sale of 18,457 percolators in two short 
weeks. 
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Finger- Crossing 
Why Nor? 


By Frank B. Rae, Jr. 


and a white-hot hell, anyone who trifled with the 
truth always crossed his fingers lest he be shriveled 
by the wrath of God. 

It was a pretty custom and we plead for its revival. 
It would make things so much simpler. It would result, 
of course, in a lot of gnarled fingers, but that would be 
a small enough price to pay for the tranquillity of mind, 
the increased efficiency in thought and action, the surcease 
from doubt and perplexity, which would follow if and 
when we knew whether or not we were being spoofed. 

It would be an especially useful custom to have in force 
during our industry’s convention season. Let us, then, by 
all means insist that the speakers at these conventions be 
required to keep one hand always within view of the 
audience, and that all statements having a double-jointed, 
port-side or reverse-English significance be plainly sig- 
nalled as such by a crossing of the fingers. 

This need not in any way limit the scope or cramp the 
style of the speakers—in fact, quite the opposite result 
is to be expected. Since all spoof statements would be 
plainly labeled “Product of Ananias,” the speakers would 
be under no restraint, would feel no moral obligation to 
stick to facts; if tripped up later, all one would have to 
do to completely exonerate himself would be to remind 
us that he had had his fingers crossed. 


|: THE days when men believed in a personal devil 


ONSIDERABLE opposition to this suggestion may 

be anticipated from certain individuals within and 
without our industry who come annually before our con- 
ventions to frighten or salve us—the bogey men and 
banana oil artists. It’s amazing how seriously these 
spigots sometimes take themselves. It is equally amazing 
how their audiences continue to fall for the same old 
stuff year after year. 

The bland assurance of the spoofers, and the child-like 
receptivity of the spoofees, are phenomena which defy 
analysis. In vain does one inquire, how do they get that 
way? Is it effrontery that actuates the speakers ?—or 
do they believe their own stuff? Is it politeness which 
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controls the hearers?—or do they accept as true the 
hooey to which they listen with such seeming eagerness? 
Ask yourself these questions as you sit in any of the 
summer’s impending conventions, and see whether you 
can discover the answer. But as you thus sit and listen 
keep a tight grip on yourself lest you lose your mental 
balance and become a vacuous spoofee. There is nothing 
so insidious as hooey. 


HE scrivener of these lines cannot fairly be con- 

sidered as soft boiled in the matter of convention 
exuberata. I have been kidded by experts. For a stretch 
of twenty years I have listened to the most persuasive 
and technically skillful spoofers the industry has pro- 
duced. I should by now be spoof-proof. Nevertheless, 
I fell for this one: 

At our largest convention last year an important com- 
mittee gave birth to a report. The chairman of this com- 
mittee in charge of the obstetrics made what was at least 
the second brightest personal triumph of the entire con- 
vention program. He was logical, convincing, interesting, 
and he handled his subject with an air of candor which 
left no room for doubt in the minds of the most skeptical. 

Was he on the up-and-up? Personally we believe he 
was, but that the report he read was the product of a 
gang of jovial spoofers later became evident. For, among 
other statements in the report was this, listed under cer- 
tain definite “suggested standards of practice for mer- 
chandising by power companies: 

“Initial payments on merchandise should be a minimum 


of 10 per cent. Substantial initial payments should be 
encouraged.” 


As I said before, I fell for this. “At last,” sez I, ‘““These 
utility fellers see the handwriting on the walls. They 
perforce esteem it a virtue now and at last to cut out the 
rough stuff. Three cheers!” 

So you can imagine how genuinely shocked and de- 
pressed I was when I stumbled upon an advertisement 
issued by the lighting company that pays the substantia! 
wage of one of the Committee’s most influential, able and 
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would we not enjoy if speakers were compelled to signal with upraised 
hand and crossed fingers before all statements having a double-jointed, 
port-side or reverse-English significance.” 
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affable members. 
50c. down! 

Now, had the finger-crossing custom been in force 
when this highly ethical report was read, the audience 
would have understood at once that it was simply a pious 
gesture. They would have cheered just as lustily, for 
we electrical men all admire clever and entertaining hooey. 
But we would have been saved the disillusionment. 

Make ’em cross their fingers, I say. 


This ad offered vacuum cleaners for 


T THE same convention one of the important guest 
speakers ascended the platform presumably with 
instructions to throw a scare into the central-station in- 
dustry. Maybe he did it of his own independent volition, 
but circumstances support the idea that he was a mouth- 
piece. 

A very able and amiable mouthpiece. He knew his 
rutabagas. He uplifted and regaled us with much sage 
merchandising counsel, was informative and interesting, 
but he was there to throw a scare into the utilities. He 
did. He suggested suavely the practices and policies 
which central stations should—and that “should” had a 
sinister sound—policies they should adopt when selling 
electrical merchandising. Among other things— 

“We believe every article sold on the deferred-payment 


plan should have a down payment of not less than 10 per 
* cent of the price of such article.” 


This thought, I repeat, was backed with the delicate 
suggestion that the group of merchants to which the 
speaker belonged would make it their important business 
to see that the utilities did as bid. 

He got away with it. 

A very goodly percentage of the utility men present 
were obviously impressed, not to say, aspenly palpitated. 
They went home convinced that they should—nay must 
—follow this advice under pain of having a great mer- 
chants’ association lobby for a law to make them do so. 

Brothers, he was spoofing. 

After telling us all how wrong it was to sell mer- 
chandise on time with less than a ten per cent down pay- 
ment, he hustled home. The manager of his electrical 
goods department immediately thereafter inserted adver- 
tising in which electric cleaners were offered at about 
24 per cent down and electric washing and ironing ma- 
chines at a shade over 1 per cent down. 

Again I contend that finger-crossing should be made 
compulsory upon all spoofers. I am sure a lot of light- 
ing men took this speaker seriously, that they really 
thought they were under some sort of obligation to adopt 
the 10 per cent down idea. If the true nature of the 
advice had been understood, a lot of unhygienic worry 
would have been avoided and a lot of prematurely gray 
hair would have retained its original color. 


POOFING is no new art. It has been practiced in 

and upon the electrical industry for years. Some of 
the early spoofing was masterly in its imaginative pre- 
sumption. I well recall one of the early examples, in 
which the speaker spilled this one with a straight face 
before a convention more than twenty years ago: 

“In view of the fact that the contractors are particularly 
well equipped to solicit business, it would appear a wise 
policy to encourage such solicitation. . . . The average con- 
tractor works side by side with the solicitor for the central 
station and the work of the one is of great benefit to the 
other. Their interests are in a large degree identical . . .Co- 


operation with contractors has gained the good-will of a 
closely affiliated fraternity.” 


O, bonny and beauteous blah!—yet this spoofer of an 
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earlier era got away with it also. There is no mention 
in the record of any raucous laughter, nor do I per- 
sonally remember anyone commenting that the gentleman 
was either balmy or damp. He got away with it. I re- 
peat, and he did.so simply because there was no rule 
compelling him to cross his fingers out loud. 

Another of these banana-oiling old-timers who made 
most outrageous and irresponsible statements with never 
a trace of a wink or smile sprung this veritable master- 
piece: 


“We have reached the time when it may be said with 
absolute truth that the advertising of electricity is on a par 


with the advertising of any other commodity that can be 
named.” 


If this was “absolute truth’ twenty years ago, what 
a wonderful down-hill record we have since made !—for 
last year, you will recall, the industry spent 6/10ths of 
one per cent of its gross income to advertise electricity. 
But of course it wasn’t true twenty years ago. Our 
amiable spoofer was verbally purveying the lavender- 
scented lard, or, if you prefer, applying the aromatic 
alemite. No finger-crossing ordinance stood between him 
and any fool statement he thought his credulous audience 
would swallow. 

Not so long ago, in:1912, to be exact, another optimistic 


spoofer arose in meeting and unburdened himself of the 
following: 


“T can see the electragist coming into his rights.” 


He had good eyesight. 
Last year, the same authority said: 


“The ruthless methods pursued by many utilities have 


forced many good dealers to close down their appliance 
departments.” 


Take your pick of these. But remember, had the 
speaker been compelled to cross his fingers, the Anani- 
asian character of one or the other of the statements 
would have been exposed. Times haven’t changed enough 
to account for the radical shift of view. The gentleman 
either was or is spoofing—probably was and is. 


POOFERS are of three sorts. 

(a) There are those who court popularity by saying 
what they think the audience wants to hear. 

(b) There are the special pleaders who think to serve 
some interest by exaggeration. 

(c) There are those who present reports and make 
recommendations which their own companies will not 
abide by. 

So long as our rostrums are given over to these three 
classes of spoofing sportsmen, conventional convention 
etiquette demands that we listen to their utterances with 
credulity. 

Unless— 


Unless you adopt my finger-crossing recommendation. 


F COURSE, it will take time to standardize this 

finger crossing formula. What’ll we do meanwhile? 
The first thing is to warn ’em. Let’s warn all speakers 
that they are being watched. Then let’s watch ’em. We 
don’t want to cramp their ideals. Let ’em have their 
optimism. It’s good for business. 

But let’s warn them that hereafter we expect to see 
them feed themselves with their own pills. And when 
they give us syrup from the stage and then neglect to 
take the treatment when they get back in the home town, 
then we brand ’em spoofer. And the next time they 
start to talk we’ll cross our fingers and we'll hold ’em high. 
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ultivating the Janitor 


A steady source of vacuum cleaner sales 








W hy the Janitor? 


Because his co-operation is invaluable 
when contacting tenants, 

Because he 1s a producer of “hot” leads; 

Because one tells another—70 per cent of 
Goddard’s sales to janitors come from this 
source; 

Because janitors have money and are 
reliable—50 per cent of these sales are for 
cash, losses on time payments negligible; 

Because they are “direct action” buyers; 

Because they appreciate merit in a 
cleaner; 

Because they buy the largest size. 


How Janitors Are Sold 


On a “square shooting” friendship basts,; 

By approaching them on the “windward” 
—repair service to tenants, $3 commission 
for leads; 

By advertising in their social publica- 
tions, 

By promising immediate repair service— 
janitors schedule their cleaning operations ; 

By forgetting sanitation and stressing 
pounds of dirt removed. 
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has earned the right to this title by selling per- 
e sonally 4,300 cleaners in fifteen years. Four 
hundred and seventy went to the janitor trade. Located 
in the heart of a large apartment house district of Chicago, 
his chief problem has been that of reaching the case- 
hardened city prospect. Not only has Mr. Goddard found 
that cultivating the janitor offers the best solution to this 
perplexity, but he finds in this contact a source of direct 
sales which have for the past five years been averaging 
one cleaner a week. 

While janitors are not hard to locate it seems that they 
are exceedingly “salesman shy.” They are just about 
as hard-boiled a type of prospect as can be encountered— 
provided one does not understand the characteristics of 
this particular type of “genus homo” and appreciate the 
fact that, through the Janitors’ Union, they pretty well 
know each other. This is why Goddard puts the entire 
transaction on a personal friendship basis; why he takes 
especial pains to see that his janitor customers are 
promptly and satisfactorily serviced; why he advertises — 
in their social publications; and why he opens his ap- 
proach, not with a line of conversation concerning the 
purchase of his cleaner, but in this wise: 

“Do you know of any tenants in your building owning 
Royal cleaners that need attention? I carry a complete 
line of parts, in fact, will repair any make of cleaner.” 

The last remark is a “feeler.” The object being first, 
to disarm suspicion; second, to just hint at a chance for 
a “tip” for service rendered and third, to ascertain the 
status of the janitor’s own equipment. Frequently intro- 
ductions are secured to tenants. Again it will be found 
that the janitor’s machine needs attention. In either case 
an opportunity to sell a new cleaner is afforded the 
salesman. 

The janitor gets a commission of $3 for all leads 
closed. Goddard loses no time, once the ice has been 
broken, in informing his new friend of a number of other 
mutual acquaintances in the profession who are now 
using new cleaners sold them by Goddard. 

A price list of repair parts, with Mr. Goddard’s ad- 
dress and telephone number, is always with this class of 
prospect. 

“Don’t talk sanitation or time saving advantages with 
these fellows. Stress personal service and personal 
acquaintance,” declares this veteran. 

Many janitors prefer to conduct the trial cleaning 
operation themselves. Whether or not Mr. Goddard is 
present he always has the cleaner bag emptied in a large 
container in order that he may prove conclusively not 
only the amount of dirt collected but the nature of that 
offering—black embedded dirt as well as surface lint. 
This is his closing, “grandstand” gesture. 

Goddard collects personally the monthly payments 
from his janitor clientele as it is at such times that he 
gets his greatest number of tenant leads and the names of 
other janitors in the market for new cleaners. 


: R. GODDARD is a vacuum cleaner salesman. He 
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3,600,000 


Gas 
Coal 
and Oil 


Electrical men should begin to take the range seriously 
from the standpoint of a merchandising profit. There 
are now 7,176,064 wired homes on electric range rates 


with but 590,000 ranges in use. 


3,000,000 wired 


homes have no gas service 


By L. E. Moffatt 


HEN electrical men have discussed the problem 

W of selling ranges, the lack of executive support 

and interest, particularly in the combination gas 

and electric companies, has been put forward as one of 

the chief obstacles to more range saturation. “We have 

too few customers on range rates,” has been the con- 
tention. 

Obviously electric ranges cannot be sold unless rates 
of better than five cents a kilowatt hour are available. 
But how many range customers are made possible by 
the availability of such rates has up to this time been 
a matter of speculation only. 

Electrical Merchandising has just completed a national 
analysis of territories where rates provide for range 
use. This survey discloses, as of January 1, 1928, the 
figure of 7,776,064 residence customers on the lines of 
176 companies with schedules of better than five-cent 
rates for range customers. As shown in the following 
table, these potential electric range users are in every 
section of the country: 


Number of Wired Homes for Which Range Rates Are at Present - 


in Force and Number of Central Station Companies Serving Them 


Domestic 

Section Customers Companies 
Sy 7 a ee 879,580 33 
INISGGIG TCIANUIC.S Sonne ised ccauscdse es 893,564 27 
UE PUEIDNEIC. 6656s ies were cs aan eiers 532,763 22 
East South Central...............02. 316,174 11 
East North Central ...66..0ccccccewe 2,875,181 38 
West: south Central. éois.c<iccceces 08001 216,858 9 
West North Central................. 737,089 19 
SAMIR Co noss ce Staak ah Sado 173,517 4 
PRIN oos kabhi oka csas 1 191,996 13 

cil Bac a kad a i 7,776,064 176 


This is a vast market. Compared with the estimated 
figure of 590,000 ranges in use as of January 1, 1928, 
a saturation of 7% per cent, it would appear that either 
our selling efforts are inadequate or that there is some 
reason inherent to the range that prevents its greater use. 

From a study of the range itself and related data, the 
obvious conclusion is that we haven’t sold more ranges 
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simply because we haven’t, over enough time and enough 
territory, put selling pressure behind them. 

There are factors which create a sales resistance to 
electric ranges. These are, however, by no means in- 
superable, and that they can be successfully overcome 
is sufficiently shown by the records of some of the far 
western power companies which have achieved a satura- 
tion up to 32 per cent (The Idaho Power Company). 


le studying the sales figures of a number of power 
companies now selling ranges throughout the country, 
there is cheering evidence in the fact that the more 
ranges sold the easier it becomes to sell them. Satura- 
tion grows more rapidly where there is a considerable 
range saturation than in those districts where but a 
few are in use. The electric range in other words has 
great and inherent advantages which once exploited are 
responsible for an accelerated rate of sale and use. 

Now no other application of electricity, with the 
exception of light, is so nearly basic to the life of the 
home as the electric range. Every home has some kind 
of a cooking stove; some kind of cooking fuel must be 
employed. Therefore it is worth our while to study 
the rate of sale and replacement of ranges using com- 
petitive fuels. 

We have gathered some data on these competitive 
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How America Cooks 


9,500,000 families by gas (manufactured) 
3,470,000 families by gas (natural) 
8,290,000 families by coal and wood 
6,000,000 families by oil 

590,000 families by electricity 


27,850,000 total families, U.S. A. 
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Ranges Sop, 1927 


Bur Only 110,000 Electric Ranges 


cooking ranges and the extent of their yearly sale. 
These competitive ranges are not creating new sales. 
The sale of gas, coal and oil ranges is in large measure 
for replacement. Where a gas range is sold, it usually 
replaces a worn out or obsolete gas range. But the 
electric range means the sale of a new method as well 
as a new stove. 

Let’s see what kind of ranges the 27,850,000 American 
families employ in cooking and the rate at which re- 
placement sales are being made. 

Data from the American Gas Association and the 
United States Bureau of the Census show that there 
are 10,830,000 homes served with manufactured gas 
and 3,730,000 homes served with natural gas, making 
a total of 14,560,000 homes. In these 14,560,000 homes 
connected to gas mains, there are 12,977,000 gas ranges. 

Gas has always been regarded as the particular com- 
petitor of the electric range. Yet, there are 17,596,000 
wired homes as against 14,560,000 homes served by gas. 
As range rates are in effect in practically all sections where 
there is no gas, we have here 3,000,000 wired homes as 


prospects for the electric range and with no gas com- 
petition. 


ITH what other fuel then do we compete? 
With the oil range, a very active competitor, 
and with the coal and wood range. There are 6,000,000 
homes now using oil ranges for cooking, which is evi- 
dence of hard selling of a product which has been and 
is being constantly improved. 

Adding the oil, electric and gas ranges which we 
know to be in use, we get a total. of 19,567,000. The 
difference between this and the 27,850,000 families in 
the country is 8,283,000, which would be the total num- 
ber of families using coal or wood as cooking fuel. 

Now, all these ranges wear out and have to be re- 
placed. And this replacement business both in units and 
dollars runs yearly to very large totals. 

There were sold, in 1927, 1,500,000 new gas ranges, 
1,000,000 new oil ranges and 1,100,000 new coal and 
wood ranges. There were also sold 110,000 electric 
ranges. | 

To the electrical man with a confidence in the superi- 
ority of electricity for every use, including cooking, 
there is-cause for astonishment in these figures. Elec- 
tricity has made a phenomenal record in replacing all 
other forms of lighting. It has made rapid progress 
in domestic power, replacing muscle by motors. Yet 
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7,/ 76,064 Homes on Range Rates 


Number of Wired Homes on Lines 
with Range Rates in Force Jan. 1, 1928 


Domestic Residence 


Section Customers 
New Eagland .....6.646«: 879,580 
Middle Atlantic .......... 893,564 
South Atlantic ............ 532,763 
East South Central ........ 316,174 
East North Central ........ 2,875,181 
West South Central ........ 216,858 
West North Central ....... 737 089 
III bain so en ane 173,517 
PS hhh ontianeaceeeuss 1,151,338 

4450 eee eer eer 7 ,/ 10,064 








so little progress has our story of cooking by electricity 
made that against a year’s sales of 3,600,000 oil, coal 
and gas cooking stoves, we can only show the meagre 
total of 110,000 electric ranges. 


EEP in mind that there are approximately 3,000,000 
families using electricity who have no gas connec- 
tions. Homes that are almost all on range rate schedules. 
And this figure is less than half the total families on elec- 
tric lines with range rate schedules permitting the use of 
electric ranges. A larger number of families and a 
larger market than all the wired homes in the year 1919. 
Now let us see how the cost of fuel of various kinds 
compares with the cost of using an electric range. 
Bulletin 357 of the United States Bureau of Labor 
Statistics entitled “Cost of Living in the United States” 
is the result of an investigation made in 1918 and 1919, 
the data being secured by personal visits of federal 
agents to the homes of wage earners and small-salaried 
men. Specific restrictions were applied to the survey. 
The families from which data were obtained were white 
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Budgets for Fuel and Light in Families with Different Incomes 





Incomes up to 


‘<> ea to $3,000 ——$4,000——. ——$5,000——. —— $6,000 ——. —— $7,000 —. —— $8,000 ——. ——$10,000 —~ - 








$25,000 —. 

Expenses for fue 

and lighting for... Month Year Month Year Month Year Month Year Month Y onth Year Month Year Month Year 
BABDENE. ...0.00:000 5 $2.00 $24.00 ~ 20 3 40 ~ 1 $30.00 $2.75 $33.00 $3.25 $39.00 75 $45.00 $4.25 $51.00 $6.00 $72.00 up 

NI ins wise snes 4.35 52.20 4.80 60 70.00 6.25 75.00 6.66 80.00 7.50 90.00 8.50 102.00 11.00 132.00 
Refrigeration....... 0.65 7.80 1.00 i: 00 r rt 20.00 2.50 30.00 3.34 40.00 5.00 60.00 5.75 69.00 6.50 78.00 
WE ROR oss bans 400. Be sSes, viwanereaeeie 3.00 36.00 4.00 48.00 5.00 60.00 6.00 72.00 8.00 96.00 9.50 114.00 

Total monthly.. $7.00 $8.00 $13.00 $15.50 $18.25 $22.25 $26.50 $33.00 
Total annually with- 

Die MME EINES 50s ss Ln csos Se aieewe saws eases $120.00 $138.00 $159.00 $195.00 $222.00 $282.00 
Total annually with 

water heating.... ...... 00 96.00 156.00 186.00 219.00 267.00 318.00 396.00 
Lighting and cocking 6.35 36. 20 7.00 84.00 8.34 100.0 9.00 108.00 9.91 119.00 11.25 135.00 12.75 153.00 17.00 204.00 








From bulletin 357, U. S. Bureau of Labor, 


and were composed of either wage earners or salaried 
workers not in business for themselves. The family 
taken as a minimum consisted of a husband and wife 
and child, who was not a boarder. This family must 
have kept house in the locality for at least the year 
covered, and 75 per cent of the income must come 
from the earnings of the breadwinner or others con- 
tributing all earnings to the family support. Data from 
slum, or charity, or non-English speaking families that 
had been less than five years in the United States were 
not taken. 

The information obtained came from 12,096 families 
in 92 cities and forty-eight states. Fuel and light ex- 
penses are given for 11,793 families, of which 8,195 
lived in houses and 3,598 in apartments. 

When we take from this table [shown above] the 
first three classifications, $2,100 to $5,000 income, and 
average them, we get $59.93 per year, or approximately 
$5 a month, for cooking and $86.73 per year, or $7.23 
a month, for cooking and lighting. 

An electric range at an average rate of 4 cents a 
kilowatt hour using an average of 1033.8 kilowatt hours 
yearly,* costs $41.35 a year to operate, or $18.58 less 
than the average family’s cooking fuel costs. 


HE figures brought together here present some- 
thing for the central station man to think about. 

They show definitely, first, that we have today a great 
national electric range market. 

Second, that there is now an immense yearly business 
in the replacing of wornout cooking equipment. <A 
market comprising 3,600,000 replacement units per year 
is something which any industry should not only covet 
but organize itself to compete for. 

Third, that the cost of electricity at four cents is 
competitive with other fuel for cooking. 

Now, it is no reflection on those men who have con- 
sistently done a job of selling ranges to say that in 
the past we have only dabbled with the electric range 
biisiness. Certainly no one can justly claim anything 
else when we compare the figure of 110,000 electric 
ranges sold in 1927 with 3,600,000 competing ranges 
sold in the same year. 

Before we gain anything like our share of this market 
and compete successfully with gas and oil, the industry 
must take range selling seriously, it must sell electric 
ranges to its own people. Some months ago we pub- 
lished a valuable report gathered by C. J. Eaton’s sub- 
committee of the N. E. L. A. Range Committee, which 





*In August, 1927, Electrical Merchandising published a calcula- 
tion of the cost of operation of electrical appliances. These figures 
were compiled from data furnished by a number of holding and 
operating companies in all sections of the country. According to 


—s figures, the average yearly consumption of a range is 1,033.8 
w.-hr. 
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summed up the experience of twenty-two commercial 
managers on the range selling problem in the message 
“Sell Employees First.” 

All of the men contributing to this report had found 
that by selling their own employees electric ranges, 
getting them to use them, their sales to the public showed 
an immediate increase. 

This matter of selling electric ranges to the industry 
isn’t confined to selling central station employees. The 
contractor and his family should use an electric range; 
and so should the dealer and his family. Every man 
and woman in the electrical industry can in some way 
affect the interest of the great public in this matter of 
electrical cooking. And we cannot sell electric ranges 
if we are ourselves using gas or oil at home. 


ECOND in importance is reducing the cost of range 

installations. Looking over reports from many parts 
of the country, one is puzzled as to why installation 
charges should vary to so extreme a degree. I have 
seen the cost of installing as low as $18 a range on 
the lines of a company in Kansas. And in one of 
the large Eastern cities, with a full schedule of range 
rates, relatively few ranges have been sold because it 
costs a hundred dollars to get the range installed. The 
average cost of installing throughout the country would 
probably be above $50. 

The electrical industry can and must get this cost of 
installation down, with no reduction of the safety factor. 
The Empire State Gas and Electric Association has 
made a study of installation costs and has developed 
approved methods which have reduced it to $35. The 
range committee of the N. E. L. A. could devote a 
sub-committee to this important phase of range selling. 

Third, it is important that the dealer and contractor 
be enlisted in selling ranges. The central station will 
have to assume the leadership. Pioneering ranges is 
a central station job. But they can’t do it entirely by 
themselves. 

In the past it has been necessary for the lighting 
companies to spend for the promotion of range business 
an amount considerably in excess of the merchandising 
profit. In part this has been spent in the absorption 
of installation costs. In so far as it is possible the 
utility should maintain prices and charge installation 
costs, spending money for the promotion of cooking 
electrically. 

Such a policy in relation to range selling would intro- 
duce what has been lacking in the past—the profit in- 
centive. What we need to sell more ranges is more 
merchants and more men at work selling them, and we 
are never going to get this until these men and mer- 
chants can make a profit out of the transaction. 
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USINCSS— 


the keynote of programs for 
Camp Cooperation VIII 


comes the outline of the program now in prepara- 
tion for Camp Cooperation VIII to be held at 
Association Island, August 2 to 7 inclusive. 

The business program, states the society’s release, is 
being developed so those in attendance may become 
more definitely acquainted with the rapid changes in 
the trend of modern business thinking, a knowledge of 
which is necessary if we are to approach our markets 
with greater certainty of success. The practical accom- 
plishments for the year of the leagues which have been 
aggressive in the business-building and other activities 
will be reviewed. 

With the foregoing in mind, it is planned to develop 
the program against a background painted in broad 
brush strokes of modern business thinking. 

Every business man knows that the buying psychol- 
ogy of the public is undergoing constant change which 
calls for intensive study. Specialists in the work have 
deduced much startling information which will enable 
the league more easily to appreciate its local selling 
problems and increase its percentage of accomplish- 
ment, 

Scores of industries are organized nationally to mass 
their local selling efforts in competition with our own. 
League officials can better marshall their own forces to 
combat this competition if they are conversant with the 
extent and power of the opposition. This information 
will be brought out at the conference. 

Increasingly important is the non-electrical store as an 
outlet for electrical goods. From analyses of the methods 
employed by these outlets much of benefit to the league 
can be learned. It is planned to have a leading execu- 
tive from the department store field address the confer- 
ence on this important subject. 

_ How the league dollar can be expended more effec- 
tively is a subject of great importance and interest. It is 


| NROM the Society for Electrical Development 
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being arranged to have an authority on this subject tell 
when, where and how various advertising mediums 
should be used for correspondingly greater results. 

Heretofore, league officials frequently have selected 
lines of endeavor that bear no general relationship to 
major industry movements for enlarging the market. 
Leaders in league work realize that better results can be 
obtained from concentration on approved promotional 
programs, prepared primarily for local operation and 
carrying national influence because of their adoption in 
many communities. A group of programs is now in 
process, covering all phases of development of the local 
market, embracing the wiring, lighting, appliance and in- 
dustrial branches. It is contemplated that these pro- 
grams will be flexible enough to suit most any situation 
and it will be possible for the local body to select those 
which best fit its particular need. 


HE building of homes is falling off and this fact has 

led to the inception of a movement of national propor- 
tions to modernize the home, sponsored by a group of 
industries. What has been done to date in this connec- 
tion.and how the industry can tie in to its profit in serv- 
ing the public will be one of the most important subjects 
for consideration. 

Reports of accomplishments of current league activi- 
ties will take their place in the program. These will com- 
prise the most recent developments in adequate wiring 
(Red Seal) with special reference to the proposed 
national minimum and ideal specifications, appliance, 
lighting and industrial campaigns, special co-operative 
advertising programs and seasonal activities. Very 
special consideration will be given to a proper analysis of 
the true place of the league in the local industry, with a 
view to getting unanimity of thought, all of which will 
be helpful in bringing about a more effective operation 
of local co-operative market development bodies. 
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T here 


Is Nie S uO Ss t ie 


Refrigeration at the rate of one unit 
a day sold by the simple process 
of steady work and steady selling 














twelve thousand residence meters and of less than five thousand real pros- 

pects, an average of one electric refrigerator per working day. This 
without using spectacular advertising, special inducements or “forced draft” 
methods. There are, under my jurisdiction and in the dozen cities and towns 
served by the Wisconsin Gas and Electric Company, approximately 40,000 resi- 
dence meters. During the past three years, we have placed on our lines; 1,470 
domestic electric refrigerators. With one or two exceptions these have all been 
sold by the ‘steady plugging’ method, a method which has to its credit a number 
of specific advantages. It is a pleasure to enumerate these advantages as well 
as to explain the manner in which my Racine refrigerator specialty salesmen 


G evsis September we have been installing in Racine, a city of not quite 





have been functioning. 

A steady flow of refrigerators makes possible an 
accurate appraisal of inventory requirements. Result— 
a ten-time stock turnover per year. 

It takes time to train a competent service man. Peak 
business necessitates emergency help. This means un- 
satisfactory installations and incomplete instruction to 
owners. For the past nine months sales have averaged 
twenty-eight a month, with an under or over variation 
never in excess of eight units. One service man and a 
helper is thus kept busy but this crew has been able to 
meet all demands, for either service or installation, 
promptly and efficiently. 

Steady plugging brings lower selling cost. My ad- 
vertising appropriation for refrigerators never has 
exceeded one per cent of gross sales. Premiums are 
unknown with us. 

Winter sales have been actually greater than during 
the early spring months. The colder the day the warmer 
the reception and the greater the salesman’s “pep.” 

Steady income spells satisfied help. The Racine man 
I transferred to refrigeration selling three years ago is 
still going strong. His assistant, hired a year ago, is 
also on the job. Sales force turnover—zero. 

Customers favor familiar faces and a quiet, unharried, 
approach. They weary of the “now or never” attack and 
like to feel that they can buy when they are ready, and 
then on as favorable a basis as any customer who pur- 
chased their refrigerator three months prior. 


HERE are as many advantages to the salesman as 

to the company in a program of consistent work. 
Both my boys are known all over Racine as “the refrig- 
eration men.” What does this mean? It means that 
they have mastered an intricate subject—especially com- 
mercial refrigeration which they are now selling success- 
fully; that they can command the confidence of their 
clientele ; that they have the time to give unhurried and 
equal attention to every inquiry; that they have devel- 
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oped a technique for obtaining a steady source of leads 
and that they can depend on a regular income. 

I pay my men 15 per cent commission. Each averages 
well over $300 a month—and earns it. . 

Both men are working to capacity every day. I hardly 
see how they could do more even under the stress of 
campaign methods. I doubt that the average type of 
campaign salesman will average more than one refrig- 
erator every two days, and this is the record that my men 
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are making consistently month 
after month. The campaign 
method, it has been claimed, stim- 
ulates men to work harder because 
of special inducements. We have 
not found it so. 
How then, it will be asked, do 
you keep your men “keyed up?” 
The answer is exceedingly simple 
—by hiring good men and paying 
them adequately. The remunera- 
tion incentive to men of intelli- 
gence and character is suffi- 
cient. It may be of interest 
__ to know that in two recent 
aia national contests, conducted 
by the manufacturer of the 
refrigerator (Kelvinator) we sell, my senior salesmen 
made third place on both occasions. This brings me to 
the subject of how the individual salesman, on my prop- 
erties, goes at this matter of securing a steady flow of 
prospects and a sales return which in the case of Racine 
has averaged consistently one machine for each two 
working days over a period of fifteen months. 


AX I HAVE said, we do not employ spectacular and 
original stunts. Consistent effort is our method and 
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By C. S. Mikulesky 


General Sales Manager, 
Wisconsin Gas and Electric Company 


in my opinion is building sales on a firmer foundation. 
We make a special effort to enlist the aid of users. 
In reviewing our records, I find that approximately 40 
per cent of the leads closed come from users and that 
over half the sales were closed anywhere from two to 
seven months after the original contact was made— 
another argument, it seems to me, for uniform terms 
and inducements. 

Perhaps the most outstanding factor in closing sales 
is the effort all my men make to get the prospect to go to 
the ‘phone and call up a user—any user they may select 
from the map and list of names my men always carry 

withthem. There 

is a psychological 

effect in getting 

the prospect to 

do this herself. 

Apart from the 

effort involved, 

which signifies 

that she is really 

interested, there 

is that favorable 

* influence which 

Fs the unbiased 

opinion of a 

. third party is 

bound to create. 

My men assure 

a boost from the 

user called be- 

cause they keep a contact with user through attention to 

them and their refrigerator. They are able to adjust 

all minor complaints at the time of their call-back. If 

not, the service man under the even rate of installation 

plan, has the time to attend to service requests from the 
salesman within twelve hours from time of entry. 


LL refrigeration salesmen are obligated to read care- 
fully the local builder’s news. They must also culti- 
vate builders and architects personally. I interrogate 
them periodicaly on these points and require a regular 
report of their activities in the building trades and of the 
status of refrigeration leads thus secured. 

Concluding, I believe that we are not only building 
on a firm foundation, but that we are obtaining refrigera- 
tion saturation at as rapid a rate as our local markets 
will economically absorb. 
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Survey shows average 131 
watts in ceiling fixture. 62 
watts in single portable. Av- 
erage of less than one con- 
venience outlet in each of 300 
living rooms studied. 


Living room equipment should 
include ceiling fixture, three 
to six portables 540 watts for 
lighting, three or more 
duplex convenience outlets to 
be called standard. 











Inthe BATHROOM 










Survey shows one fixture 53 
watts per room. Only one in 
twenty had a_ convenience 
outlet in the bathroom. 


Bath room should be lit with 
two brackets 100 watts total. 
Duplex convenience outlet 
for appliances and heater. 











Inthe KITCHEN 


ro - 


200 watts total lamps _ in 
ceiling light and wall bracket 
necessary to well lighted 
kitchen. One to six duplex 
convenience outlets and heavy 
duty outlet needed. 


Present average lighting Ohio 
survey 82 watts—national 
average 74 watts. Less than 
one half of kitchens have no 
convenience outlet. Ohio kit- 
chens better than U.S. average. 
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Condition of wiring and lighting 
in data gathered by Ohto 


By M. LuckirEsH 


Lighting Research Laboratory 


EVERAL surveys of residence wiring and lighting 

during recent years have served well in guiding and 
stimulating activity in the enormous residential field. 
Although those who give their attention to this field know 
that only the surface has been scratched, others may think 
that more than this has been accomplished. Therefore, 
a survey is of interest periodically, even though it may 
do little more than reassure the electrical interests that 
great opportunities still exist. Through the courtesy of 
Mr. C. L. Dunn, the writer was given the opportunity to 
analyze the survey-cards turned in by the salesmen in the 
recent re-lighting activity of the Ohio Public Service 
Company. Thus, the present status of wiring and light- 
ing in residences in representative places having popula- 
tions of 10,000 to 30,000 may be compared with that 
shown in previous surveys and with what is considered to 
be adequate for convenient utilitarian lighting and electri- 
fication for the average home. 


KITCHENS 


HE most persistent and widespread attack in lighting 

the home has been made in the kitchen. This grew 
out of the first elaborate survey made several years ago 
which revealed the startling information that 76 per cent 
of the kitchens were lighted by means of a central drop- 
cord or combination gas and electric fixture. There was 
an average of about 60 watts per fixture. This recent 
analysis of survey-cards shows that the average has in- 
creased to 82 watts per fixture as compared with a pres- 
ent national average of 74 watts. The Ohio Public 
Service Company has been particularly active for years 
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Survey shows average of 114 
watts in ceiling fixture. Only 
one in three had convenience 
outlet. Less than one in 
three had portable. 


Well lighted dining-room re- 
quires 230 watts. One to 
four duplex convenience out- 
lets and auxiliary lighting 
should be in use. 
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equipment in homes today shown 
Public Service Company 


Director 


National Lamp Works of the General Electric Company 


in kitchen lighting, which accounts for these kitchens be- 
ing ahead of the average for the country. Still there are 
kitchen-unit opportunities until the average is at least 100 
watts for the center fixture. Out of 288 kitchens sur- 
veyed, 71 contained 150-watt lamps and 28 contained 
100-watt lamps in the center fixture. This ‘indicates that 
150-watt lamps can be sold in the kitchens and that 60 
per cent of the kitchens are still prospects for modern 
units containing 100-watt lamps or better. More than 
half of these kitchens contained no convenience-outlets. 


BATHROOMS 


N 200 bathrooms surveyed, an average of only one 
fixture—a wall-bracket or ceiling fixture—was found, 
with an average of 53 watts per room. Only one bath- 
room in twenty had a convenience-outlet. These figures 
are appreciably less than the average in the country. For 


. ordinary bathrooms a standard recommendation is a pair 


of wall-brackets—one on each side of the mirror—each 
containing a 50-watt lamp or a total of 100 watts. 


Livinc-Rooms 


| | ahem from 300 living-rooms showed an average 
of less than one convenience-outlet per room and less 
than one portable per room. This shows a real oppor- 
tunity for the sale of portables and convenience-outlets 
because the well-wired and well-lighted average living- 
room should have three of each for convenient and ade- 
quate lighting and electrification. The number of ceiling 
fixtures averaged about one per room, but one-third of 
these are known to be completely obsolete. There was an 
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Survey of 700 bedrooms Bedrooms should have min- 
shows average of one wall or imum of 475 watts lighting. 
ceiling fixture using 46 watts Ceiling fixtures, five wall 
per room. One bedroom in brackets, four convenience 
twelve had a convenience out- outlets, three portable lamps 
let. One in thirty-three a could be called the standard 


portable lamp. for the average bedroom. 
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average of 193 watts per room of which an average of 
only 62 watts was contributed by portables. This is evi- 
dence that the living-rooms are not only inconveniently 
but inadequately illuminated. Conservative recommenda- 
tions for the living-room require at least a doubling of 
the total wattage found in these living-rooms. 


Dininc-Rooms 


N THE 300 dining-rooms surveyed, only one out of 

three had a convenience-outlet. Each had a ceiling 
fixture containing an average of 114 watts. This is less 
than a minimum desirable in a well-shaded fixture con- - 
taining several pendant sockets or candles. Less than one 
living-room in three had a portable such as a decorative 
torchere or electric candle-lamp. According to other sur- 
veys, only one out of four fixtures is equipped with proper 
shades. 


BEDROOMS 


EARLY 700 bedrooms were surveyed. Only one 

out of twelve had a convenience-outlet and they 
averaged only one fixture per room—either a wall-bracket 
or a ceiling-fixture. The sole lighting equipment con- 
sisted of only one wall-bracket in one-third of the bed- 
rooms and of one ceiling-fixture in two-thirds of these 
rooms. Only one bedroom out of thirty-three contained 
a portable lamp; still, good lighting demands a portable 
lamp or the equivalent at the head of the bed. These 
rooms contained an average of only 46 watts. Proper 
lighting at the mirror requires a pair of brackets—one on 
each side of the mirror—still, there was an average of 
only one bracket for three rooms and this was the sole 
source of lighting. Attachable brackets are now available 
which provide this mirror lighting in a simple manner, 
but, of course, a convenience-outlet is necessary. Thus, 
eleven out of twelve bedrooms would have to be supplied 
with convenience-outlets. The lighting in these bedrooms 
is appreciably under the average for the country, but this 
is partially accounted for by the fact that these rooms are 
in smaller cities where wiring- and lighting-equipment are 
appreciably under that in the larger cities. 


SUMMARY 


A COMPARISON of some total figures with those 

from previous surveys of a large scale is of interest. 
In these several hundred houses, an average of 2.2 con- 
venience-outlets was found. This is less than 3.4 conve- 
nience-outlets per home found in the last nationwide 
survey three years ago. An average of 1.7 portables was 
found as compared with 2.8 for the country. Brackets 
were 1.46 per home, compared with 3.9 for the nation. 
Ceiling fixtures were adequate in number as has been 
found in previous surveys, although fully one-third of 
them are obsolete from a utilitarian viewpoint and many 
more from the viewpoint of style. 
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LECTRICAL MERCHANDISING has asked the 
question, “Who profits from the sale of poor 
quality electrical appliances?” It is fairly obvious 
that the answer must be that no one profits, for even the 
manufacturer of shoddy material must suffer in the end. 
As for the public, it receives no adequate return for its 
original investment, however small this may be and at the 
same time suffers a risk in personal safety and fire 
hazard which cannot be calculated. The legitimate out- 
lets of the electrical industry suffer with the public, not 
only from the actual loss of business in the original 
sale, which goes to a “gyp” store, but from the inevit- 
able reaction against electricity and electrical products 
which comes from every failure of such an appliance. 
The next step in reasoning therefore brings us to the 
question whether anything can be done to clarify the 
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J.C. Caine, Deputy Electrical Inspec- 
tor of Portland, Oregon, with samples of 
some of the electrical appliances which 
have been withdrawn from Portland mar- 
The now 
famous fifteen-cent toaster is the one on 
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situation and if so what? The city of 
Portland, Oregon offers an answer to this 
problem. 

For there are no substandard appli- 
ances sold in Portland today, nor have 
there been since 1923. This means not 
only that the better class of electrical 
merchants, department stores and hard- 
ware dealers can be depended upon to 
handle high class material, but that every 
drug store and 5-and-10-cent store, as 
well, which carries electrical wares, con- 
fines its stock solely to those appliances 
and accessories which conform to the 
standards of the Underwriters’ Labora- 
tories or to the specifications and require- 
ments of the United States Bureau of 
Standards. This enviable situation has 
been brought about through no revolution 
—indeed, with no great upheaval in the 
local trade situation. It has been accom- 
plished by the local inspection department 
of the city under the leadership of L. W. 
Going; in particular it has been brought 
about by the work of J. C. Caine, deputy 
inspector, who has been charged with the enforcement of 
the electrical dealers’ license law and the inspection of 
electrical stocks. 

What ‘happened is this. 


N 1922, Portland suffered 182 fires whose origin was 

traced to some electrical cause. In practically all of 
these cases the cause when analyzed proved to be the 
use of some defective electrical appliance. The situation 
was not materially worse than that confronting other 
communities the country over, but it was bad enough to 
bother the city electrical department and they determined 
to do something about it. What they did was to pass a 
law requiring the licensing of all persons selling any elec- 
trical device and further providing that only approved 
electrical appliances could be sold. 
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Appliances Are Sold 


Tn Portanp. OreEGon 


the famous and effective ordinance by which the Western 
the sale and use of sub-standard devices and material 





GRUNSKY 


“Approved Appliances” as defined by 


©. LAURGAARD 





CITY OF PORTLAND, OREGON 


DEPARTMENT OF PUBLIC WORKS 
A. L. BARBUR, Commissioner 


another section of the law meant materials Civ Enainaas 


and appliances conforming to the stand- 
ards of the Underwriters’ Laboratories, or 
to the specifications and requirements of 
the United States Bureau of Standards. 
It might be argued that no city has a right 
to accept the ruling of a private institution 
such as the Underwriters’ Laboratories and 
to make it part of their law, but this objec- 
tion has been met by a provision that if the 
manufacturer of an appliance can prove 
legally that it meets equivalent standards to 
those set up by the Laboratory, his appli- 
ance can. be accepted. 

It is, of course, simpler to obtain ap- 
proval through the regular channels. In 
addition, the Electrical Division may grant 
“provisional approval” of materials and 
devices in cases where no standard has 
been prepared by the Laboratory to which 
the appliance should conform or where no 
other materials or appliances of similar 
type are regularly listed by the Labora- 
tories. In emergency, temporary accept- 
ance may be given to materials and devices 
not listed by the Laboratories provided 
such materials have been submitted to the 
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Gentlemens 


Our inspector, recently made a survey of the 
stock of electrical materials and appliances at your place of 


business and found that tho following materials are not listed 
in the Underwriters Laboratories booklet of approved electrical 
appliances: 


The City Electrical Ordinance. requires that all materials and 
appliances intended for attachment to light and power circuits 
be approveds that is, such materials and appliences must con- 
form to the statidards of the Underwriters’ Laboratories; to the 
specifications and requirements of the United States Bureau of 
Standards, or a similar institution of recognized standing. 


Until such atime as the respective manufacturers have sub- 
mitted these articles and had same approved, this division can- 
not permit their sale to the public. You will understand that 
this mandate is mede.necessery in order that the personal and 
fire hazard which might result from the use of sub-standard 
electrical materials, be reduced as far as possible. 


Very truly yours, 





A. L. BARBOUR 
COMMISSIONER OF PUBLIC WORKS 
By 


LaG/Hcr Chief Electrical Inspector 





Laboratories for test and approval. Such == 
temporary acceptance is for a period of 
ninety days only and is granted only when 
the articles submitted are in the opinion of 
the Chief Electrical Inspector, reasonably 
safe, 

The law has “teeth” in the form of fines 
and imprisonment to which the merchant is liable in case 
of failure to comply with its provisions. 

The first reaction of most city departments to the 
outlining of any law such as this would be “Can it be 
enforced ?” How will you know how many outlets for 
electrical merchandise there are in your community? 
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Dealers’ stocks of electrical merchandise are inspected 
by Mr. Caine and if hazardous material or appliances 


are found the above letter is sent. 


Knowing them, how can you possibly reach them? How 
can you get them to obey a law, the provisions of which 
are technical and beyond the comprehension of most of 
them ?” 

It can be done, for J. C. Caine, representing Port- 
land, has done it. He did not start out by calling on 
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all the electrical dealers in town, announcing that a new 
ordinance had been passed and telling them that they 
were breaking it. That would have antagonized most of 
them at the start and precipitated contests against the 
new law from all angles. | 

On the contrary, he made friends as he went along. 
His way was to drop in on an electrical merchant (con- 
tractor-dealer, hardware store, furniture store or whom- 
ever it happened to be) and to announce that he had 
called to see whether or not they were breaking the law. 
‘What electrical lines do you handle? May I see your 
stock?” was the next step. There followed the explana- 
tion that the merchant was in fact violating an ordinance 
in that he had not a dealer’s license and also in that cer- 
tain of the appliances he carried were not approved. Mr. 
Caine took the trouble to tell of the electrical fires of the 
preceding year and of the cause which had been traced 
to substandard appliances. He said that the department 
felt that it had the means of prevention of these fires and 
accidents, in the laws now on the statute books (he did 
not emphasize the newness of the ordinance) and were 
now checking up to find who were the violators. The 
merchant’s stock he now divided into two parts, those 
appliances which were approved and those which it was 
illegal for him to handle. “Sell these off first” was the 
advice in regard to the second lot, “and then when you 
restock get only the approved goods.” <A copy of the 
Underwriters’ list of approved articles was left with him. 
Generally about three months’ time was allowed him for 
clearing his shelves, although if at the close of that period 
he was found to have some articles still left, grace was 
willingly extended. 

It was interesting to find that with the exception of the 
exclusively electrical stores whose proprietors had for 
some time been closely in touch with the department, 
stocks ran about 90 per cent unapproved materials and 
appliances. 


ENERALLY, the merchant was surprised to learn 

that he was violating any law and glad to do his best 
to remedy his fault. In a few cases active opposition 
was registered. The Hardware Dealers’ Association 
heard that this new law was being enforced and passed 
resolutions condemning it and putting the matter in the 
hands of their attorneys to see what could be done to 
fight the issue. Mr. Caine called on the president of the 
association and, after a talk with him, succeeded in hav- 


ing a special meeting of the organization called at which 


he explained the reason for the ordinance and just how 
it was to be handled. He left with a resolution in favor 
of his work, and a bulletin was sent out at once to all 
hardware dealers by their own Association, urging their 
immediate securing of a license and their co-operation in 
the work of clearing stocks of low-grade appliances. 
Later the druggists proved difficult to keep in line, par- 
ticularly in the matter of securing licenses for the han- 
dling of a small quantity of electrical goods. Again a 
word to the association produced results. Twenty-five 
licenses were taken out the following day. 

At the present time, there are 605 dealers of various 
descriptions handling some form of electrical wares in 
Portland and of these, 603 may be said to be actively in 
favor of the ordinance and its strict enforcement. The 
other two are kept in line by careful inspection and in 
* one case, by being brought into court. When recently 
a local institution known as the Tax Reduction Bureau 
was rumored to be recommending the withdrawal of the 
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ordinance, letters of protest were received from all sides 
and the suggestion was given up. 

It is not difficult to understand why the local electrical 
industry and the dealers who handle electrical goods are 
actively in favor of this law and would fight its repeal. 
For among the accomplishments which may be credited 
to its operation are a great increase of sales through local 
electrical jobbers, the practical abolishment of cut-price 
sales throughout the city—and in one instance, the sav- 
ing of some $4,000 to the hardware dealers through the 
prosecution of one concern which had made fraudulent 
sales. Thus did the bread of the Hardware Association’s 
support come back to it in the form of cake. 


HE local jobbers report an increased volume of busi- 

ness of about 80 per cent, due to the fact that most 
poor quality material is sold direct by the manufacturer 
to the dealer, owing to the fact that no wholesaler can 
afford to risk his reputation by handling it. Its abolish- 
ment increased the demands for standard lines locally 
carried. Retail merchants, compelled to handle goods of 
comparable standards have found that there is very little 
difference in price levels and the disastrous indulgence in 
price cutting contests as a method of merchandising has 
been practically abandoned. 

Only three arrests have been necessary under the law 
—and these were in the case of repeated offenders. One 
case, now famous, removed the 15c. toaster from the 
Portland market and brought a fine to the 5 and 10 cent 
store which handled it. It is interesting and significant 
that last year the electrical toaster which recorded the 
largest sales in Portland was one bringing $12.50. It is 
needless to point out that the margin of profit on selling 
high priced toasters is much greater than on the L5c. 
variety, not to mention the other factors involved. 

During the year 1927, there were but four electrical 
fires in Portland. All of these were carefully investi- 
gated and it was found that in each case the cause had 
been the use of a non-approved electrical appliance, 
bought either before the ordinance went into effect, or 
brought to Portland from another community. 

Contrary to the general doubts expressed by those 
not familiar with the operation of the ordinance it is not 
difficult to catch offenders. Every man who is obeying 
the law is injured by the man who is not and becomes an 
inspector in his own right. Or if the case is not re- 
ported by competitors it is reported by electrical in- 
spectors and fire marshals, all of whom report any new 
or questionable materials with which they come in con- 
tact in the performance of their duties. In addition con- 
stant inspection is being made of stocks, particularly in 
the case of concerns of whose cooperation there is any 
doubt. Most merchants are actively furthering the work 
of the department, checking up all materials before pur- 
chasing and if there is question, sending the manufac- 
turer’s representative into the City Department to get 
their O. K. before proceeding further. 


S FAR as the manufacturer is concerned, there are 

a good many of course, whose products are simply 
barred form Portland markets. There are others who 
have modified their wares, bringing them up to standard 
and the public all over the country is enjoying the bene- 
fits of the better workmanship enforced by the Portland 
requirements. Manufacturers of first grade ware have 
been benefited immeasurably by the situation. One cor- 
crete instance is to be found in the case of a rumored 
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electrocution through the use of a permanent hair waving 
machine. This persisted for some time, practically ruin- 
ing the hair waving business in that section of the coun- 
try, finally comng to a head in an editorial in one of the 
newspapers. Mr. Caine was able to show that the appli- 
ance in question was one of the approved variety and the 
rumored electrocution was absolutely impossible to have 


occurred. He is in possession of a grateful letter from 
the manufacturer of the slandered equipment. 

The success of this ordinance is no longer a matter of 
experiment. Portland has answered the question as to 
whether or not the poor quality appliance can be abol- 
ished. 


For five years, it has done so. 


The PorTLAND | as Dhow | eer 


Method of Regulating the Sale of Non-approved 
Appliances in the City of Portland, Oregon 


ORDINANCE PROVISIONS 


Section 301—Registration of Electrical Dealers 


(a) Any person who sells or offers or exposes for sale 
any electrical device, apparatus or equipment de- 
signed for attachment to or installation on any 
electrical circuit or system, for light, heat or 
power, shall have an Electrical Dealer’s License 
for each place of business conducted by such per- 
sons, provided that such licensee may make a 
temporary demonstration of such articles else- 
where than at his licensed place of business with- 
out being required to have a license for such place 
of temporary demonstration. 


Section 306—Registration Fees 
(a) License fees shall be paid as follows: 


Feefor Fee for 


Classification of Licenses First Year Renewal 


Electrical construction .............. $50.00 $10.00 
pO errr 5.00 5.00 
eeettrions Geeier ..... 22... 6 ccscess 5.00 5.00 
Supervising electrician .............. 1.00 1.00 


(b) All licenses shall be for the calendar year or 
fraction thereof, and shall be obtained on or be- 
fore January 2nd of each year, and shall expire 
at midnight on December 31st. Where a license 
is obtained after July Ist, the respective license 
fees shall be half the amount noted in paragraph 
(a) of this section; provided, however, that as 
to Supervising Electrician and Electrical Con- 
struction licenses no such deduction shall be made. 


Section 702—Materials and Appliances 


All materials and appliances used in the installa- 
tions which are covered by this Code shall be 
approved. (See definition of “Approved,” Sec- 
tion 601.) Unless otherwise specified in this 
Code, materials and appliances listed in the copy- 
righted lists of inspected appliances and supple- 
ments published and distributed by the Under- 
writers’ Laboratories, shall be regarded as con- 
forming to the requirements of this Section. It 
is not the intent of this rule to require that 
motors, meters, and other devices which are not 
included in the list of inspected appliances issued 
by the Underwriters’ Laboratories, shall be ap- 
proved as defined by Section 601; but it is the 
intent to require that wiring, materials and de- 
vices, such as those included in the list of in- 
spected appliances issued by the Underwriters’ 
Laboratories shall be approved. 

(b) No materials or appliances which do not conform 
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to the provisions of paragraph (a) of this Section 
shall be sold or offered for sale either in person 
or by agent, clerk or employee. (See also Section 
301 (a)). 

(c) The maker’s name, trademark or other identifica- 
tion symbol shall be placed on fittings and mate- 
rials, together with such other markings giving 
voltage, current, wattage or other appropriate rat- 
ings as are prescribed elsewhere in this Code. 


Section 601—Definition of Term “Approved.” 


ApprRoveD: When applying to materials and appliances 
shall mean that such material and appliances con- 
form to the standards of the Underwriters’ Lab- 
oratories, or to the specifications and require- 
ments of the United States Bureau of Standards, 
and to the requirements of this Code. 


PROCEDURE FOR PROVISIONAL APPROVAL 


The Electrical Division may grant “provisional ap- 
proval” of electrical materials and devices under the con- 
ditions noted below: 


A. Where no standard has been prepared by the 
Laboratories to which the appliance should con- 
form. 

B. Where no other materials or appliances of similar 
type are regularly listed by the Laboratories. 

C. In emergency, temporary acceptance may be given 
to materials and devices not listed by the Labora- 
tories provided such materials and devices have . 
been submitted to the Laboratories for test and 
approval. Such temporary acceptance will or- 
dinarily be granted for a period of 90 days. 

D. “Provisional approval” shall be granted only for 
such materials and devices, which in the opinion 
of the Chief Electrical Inspector, are reasonably 
safe. 

E. “Provisional approval” applies only to the par- 
ticular samples so “provisionally approved” and 
not to the line as manufactured, stored, sold, in- 
stalled or attached. 


UNDERWRITERS’ STANDARDS ACCEPTED 


With reference to the matter of standards, no attempt 
is made by the city to establish standards to which elec- 
trical appliances and materials must conform. The city 
itself has not the necessary equipment for making tests 
and therefore adopts the tests of the Underwriters’ 
Laboratories, which tests are subject to review by the 
United States Bureau of Standards and to approval by 
the American Engineering Standards Committee. 
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Sure 1 RAFFIC 


John E. Fisher, in the salesroom of the Har 
five outside salesmen with demonstration ap 


Power Company, Harrisburg, Pennsylvania, mer- 
chandised electric washing machines chiefly through 
a force consisting of six outside salesmen. Some busi- 
ness was obtained in the company’s appliance showroom. 
Two trucks were placed at the disposal of the outside 
men for use in covering the Harrisburg territory and 
three men were assigned to each truck. The trucks car- 
ried one or two washers to be used for demonstration ; 
the men worked on a salary and commission basis and 
aside from cold canvass their only source of prospect 
leads was “one day a week on the floor” permitted 
each man. 
This system of selling washers produced a fair 
volume of business. 


Prove: to March 1, 1928, the Harrisburg Light and 





N MARCH 1, W. J. McCulley, merchandise man- 
ager, introduced a new sales set-up in an effort to 
increase washer business. 

An experienced specialty sales crew manager was 1m- 
ported from Philadelphia; the men were placed on a 
straight commission basis which permitted them to earn 
between 10 and 12 per cent on washers, the exact rate 
of commission depending upon weekly volume, and the 
practice of permitting each man to obtain leads one day 
a week in the showroom was discontinued. 

Store sales were entirely isolated from outside activ- 
ity, the outside men being shifted from their operating 
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headquarters in the showroom to a sales office in another 
building. 

Under this plan sales volume immediately fell off. 
Despite the efforts of the crew manager and consistent 
advertising on a par with the company’s previous efforts, 
fewer washers were sold. The men made less money and 
two who had been doing a good sales job under the com- 
pany’s original plan for selling washers could not “make 
a go of it” and resigned. 

At a sales meeting late in March, the reduced volume 
of washer business was attributed by the salesmen to 
these two changes in policy: 

First, the loss of the leads which each man obtained 
in the store. 

Second, the hardship imposed upon the men by the 

cancellation of the 
small salary which 
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had formerly permitted them to “tide over” dull weeks. 

On April 1, the “specialty” plan was discarded, men 
were again placed on a small salary and commission 
(about $60 per month and 7 per cent on washer sales). 
The services of the crew manager were dispensed with 
and salesmen were again given the benefit of leads 
obtained in the store—but in a new way. 

J. E. Fisher of the sales force suggested that one ma" 
be permanently assigried to the sales floor for the pur- 
pose of obtaining prospects. 

McCulley adopted the idea, placing Fisher on the floor, 
and so effective has been his method of approaching 
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WW ASH ER Sales 


risburg Light and Power Company, supplies 
pointments which net four washer salesa week 


people who enter the store to pay power bills, etc., that 
the present sales plan employed by the company is rapidly 
eclipsing former washing sales records and is permitting 
outside men to make money. 


BOUT two people a minute pass Fisher’s washing- 
machine display in crossing the sales floor to the 
utility’s service window and cashier’s cage. He has be- 


come so proficient at approaching many of these power 
company customers that since April 1 


are then placed in a perinanent file, either for follow-up 
if unsold, or as a sales record if the contract is closed. 
Circulars are frequently mailed to these prospects. 


S° FAR, Fisker’s work has provided the men with 
nearly one demonstration per day and has done much 
to keep the men satisfied and earning money. In addition 
to what he calls “prospects,” a number of suspects are 
listed each day and though these are by no means sure 
sales, salesmen are often per- 
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he has made five appointments per day 





to demonstrate electric washers in the 
These 


homes of Harrisburg women. 
are real prospects and 
sales records indicate 
that four out of five 
of them result in sales. 

At the close of each 





mitted to follow them up and in 
many instances secure permis- 





sion to demonstrate after two or 
three “feeler” calls. However, 
most of these “suspects” are fol- 
. lowed up by Fisher each time they 
L appear in the store. 


CASHIER 




















Beyond these “suspects” and 





day Fisher turns over 





—_ a, 


five permits to demonstrate each 





to the stock manager 





day, Fisher has actually sold an 









a list of prospects who 


















iave consented to 
home demonstra- 
tions. 

This list is first 
relayed by the 
stock manager to 
the utility’s credit 
department. If 
people indicate to 
Fisher that they 
will probably buy on time no demonstration is made 
unless their credit is satisfactory. This saves the sales- 
men considerable embarrassment and time. 

After credit is “O.K’d” individual prospect cards 
are filed by the stock manager according to demonstra- 
tion dates until the demonstration appointment is but two 
or three days off. Then the cards are turned over to 
the salesmen without any particular regard to territory. 
Each man receives his pro-rata share of prospect cards. 
Space is provided on the cards for notations by the sales 
men as to the disposition of merchandise and the cards 
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additional number of machines 
outright, subject to demonstra- 
tion. To date, his actual floor 
business has averaged two wash- 
ers per day. These are actually 
sold from the floor, subject to 
home demonstration of the satis- 
factory operation of the “Prima,” 
“Automatic,” or “A.B.C.” ma- 
chine preferred by the customer. 


So this plan which permits one 
man to specialize in obtaining store 
leads and store sales has produced 
about seven sales per week! 





HE particular advantages of 
the system, as seen by Mc- 
Culley are: 

First, the development of a technique by the store man 
which is not at all possible when several outside men 
must do this work as incidental to field activity. Fisher 
is in the store at all times and women who pay power 
bills are coming to know him. 

Second, the plan permits the outside men to concentrate 
on field work, without losing the benefit of store leads. 
It has been possible for the men, since the introduction of 
the plan, to make more than the $150 a month minimum 
which McCulley believes to be necessary for the retention 
of salesmen. 

Fisher’s record has proved conclusively, at least to 
Harrisburg Light, that it “pays to keep a good man in 
the store”! 
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J. E.:Spence, 
founder and owner 
of the business. 


The appointment of separate 
washer, refrigerator, radio and 
outside selling, jumped appliance 

quarter, 1927, to $53,000, 


in Altoona, Pa.,; lost $6,000 on his $66,000 appli- 
* ance business in 1926. 

But Spence knew that appliances could easily be the 
7 most profitable element in his business. He had made 
a ogee ae sation by selling them in former years. So he did not let 
merchandising “slide” in 
favor of contracting. 

He merely introduced a 
more aggressive sales sys- 
tem. 

His new plan of selling 
has tripled appliance busi- 
ness. In 1927theJ.E. Spence 
Electric Store sold $133,000° 
worth of household appli- 
ances at a $5,320 net profit. 
And gross sales for the first 
quarter of 1928 total $53,- 
000 as against $17,000 in 
the corresponding period 
iast year! 


J E. SPENCE, long established as a contractor-dealer 


Spence’s sales manager. 








Ray M. Black, man- 
ager, refrigeration, 
holds daily sales 
meetings. (Upper 
photo) E. E. Rudi- 
sill, washer man- 
ager, gets his men 
together each Mon- 
day morning. 


112 Electrical Merchandising, June, 1928 








His Sale 


managers for this dealer’s 
fixture departments, plus 
sales from $17,000, first 
first quarter, 1928 


RIOR to August, 1927, Spence, with the able assist- 
ance of Otto H. Epple, general sales manager, person- 


‘ally supervised the sale of each of his major appliances. 


Sales were always store sales (with the exception of 
Hoover cleaners which have been “re-sale” for three 
years). 

Under the new plan, each major appliance has its own 
sales manager. And both washers and refrigerators are 
sold by newly organized outside sales crews as well as in 
the store. 

Today, what Spence really has is a group of specialty 
sales organizations aJl under one management. 

Let’s check results. 


Washers 


HE store sold $27,000 worth of washing machines 
in 1927. 

In August, 1927, a washer department functioning as 
an independent unit was created. E. E. Rudisill was 
appointed sales manager, with full responsibility and 
Rudisill organized and put in the field a thoroughly 
trained crew of six men late in the year. As a result 
washer sales, for the first quarter of 1928, totaled $10,000 
under this new sales plan! 

Washers are displayed in the store, but outside activity 
is producing the sales. Rudisill has his own sales office in 
the building. 

The men hold sales meetings here each Monday after- 
noon and report to Rudisill, by telephone or in person, 
each day between 5 and 6 pm. As many of the men 
arrange home demonstrations in the morning they are not 
required to meet in the office before each day’s work. 

All men work on straight commission. Most of them 
are experienced salesmen and Rudisill prefers to engage 
men who have sold electrical household appliances. Bur- 
goon, one of the crew, has been with the company. since 
the force was organized. Peck has sold washers for 
Spence since the eleventh of November. And Socey, an 
ex-motorcycle salesman, has been on the washer crew for 
the past two months. Three washer models are carried in 
stock, one selling for $129, the others at $155 and $175. 
Seventy-five per cent of all sales are on time. Ten dollars 
down-payment is required on the cheaper model, $15 
down on each of the others. Contracts are not permitted 
to run longer than 12 months ordinarily, though 15-month 
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By W. W. McDona.Lp 


at a Profit 


These figures, taken directly from the J. E. Spence 
Electric Store’s operating statements, refer to retail appli- — 
ance sales only, exclusive of contracting. 


1925 


Gross sales $73,000 100% 
Cost of merch. 47,000 64 
Gross profit 26,000 36 
Operating exp. 22,000 30% 
Net profit 4,000 6% 


1926 


Gross sales $66,000 100% 
Cost of merch. 53,000 81 
Gross profit 13,000 19 
Operating exp. 19,000 29% 
Net loss 6,000 10% 


"1927 


Gross profit 35,910 100% 
Cost of merch. 97,090 73 
Gross sales $133,000 27 
Operating exp. 30,590 23% 
Net profit 5,320 5% 


1928 
(First Quarter) 


Gross sales $53,000 100% 
Cost of merch. 37,100 70 
Gross profit 15,900 30 
Operating exp. 13,250 25% 
Net profit 2,650 5% 


*In 1927, Spence’s retail appliance records were kept 
jointly with wholesale and contracting records. So the 
figures for this single year are, in part, estimated, 
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terms are available, subject to special check by the crew 
manager and the company’s credit man. (Credit checks 
and a number of other general business functions are 
handled by a central company department. This will be 
described later. ) 

Now, with respect to the methods used by the men to 
get business. When a man joins the sales force he is 
required to cold-canvass until he has a list of about 50 
washer prospects. He must keep his own prospect rec- 
ords and must follow each one at least every 30 days to 
assure protection. 

According to Rudisill, a good salesman will find 50 
prospects a productive enough field to keep him busy 
without further canvassing. “Sell 25 washers and you 
will not want for a job for the rest of your life” is his 
instruction to the new man. According to actual check, 
each washer sold results in four more sales, if properly 
followed up by the salesman and it is principally the culti- 
vation of satisfied customers that produces new business. 

Frequent call-backs are advocated, after a washer is 
sold, and the men have been religiously following this 
advice and profiting by it. Rudisill has also obtained 
from the factory a list of all the “Easy” users in Altoona 
(some of these were sold by a dealer who later relin- 
quished the field to Spence), and these names are a source 
of new business. 

“Call back with the oil-can” is the motto of the washer 
crew and this method of obtaining prospect names is 
superseding cold-canvass. However, each man has meth- 
ods of his own to obtain prospects. Peck, for instance, 
has made an arrangement with several restaurant keepers 
patronized by railroad workers, whereby he pays $5 for 
each washer lead which later results in a sale. This $5 
is part of his own sales commission. 

In addition, the men secure leads from the William 
F. Gable Company, a large furniture store in which a 
washer and cleaner display is maintained. 


Refrigerators 


CCORDING to Epple, less than 20 refrigerators were 
sold all told prior to 1927, though electrical refrig- 
eration had been carried for three years or more. 

Ray M. Black was made refrigeration sales manager 
in July, 1927, his position corresponding to Rudisill’s in 
the washer division. Black was given an office, also on 
the second floor of the Spence building and proceeded to 
build up a refrigeration sales crew. 

In 1927 the company’s total refrigeration sale was 
represented on the books as $15,000, gross. Up to May 1, 
1928, Black’s department, consisting of five salesmen and 
himself, has sold $18,000 worth of “General Electric” 
refrigerators! 

Black’s method of sales direction is somewhat different 
from Rudisill’s. Regular sales meetings are held each 


Saturday morning and the men are required to report in 


person at the office before starting out on each day’s work. 
This permits a short sales meeting to be held every day, 
between 8:30 and 9 a.m. In addition they are asked to 
telephone Black at the completion of each day’s work. 
Black has arranged with Epple to open the salesroom 
each evening between 6 and 7 p.m. (It normally closes 
at 5:30). Hoover is on duty in the store on Monday, 
Craine on Tuesday, Roberts, Wednesday, Mentzer, 
Thursday and Black himself on Friday. This permits 
the men to invite their prospects to the store after busi- 
ness hours for demonstrations and has produced a lot of 
business. Black actually closes about two-thirds of all 
sales due to his continuous presence in the store, turning 
commissions over to the men responsible for the leads. 
Ninety per cent of all sales in the refrigeration division 
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have been cash sales. Because time-payment customers 
are so few and far between the salesmen turn the names 
of their time prospects over to Black for credit investiga- 
tion before they actually get the customer to sign a con- 
tract. (It is probable that the percentage of time sales 
will increase rapidly in the next year or two as Spence’s 
department increases refrigerator saturation among the 
wealthier families of Altoona. As Black says, “We are 
still getting the cream of the business.”’) 

Just as in the washer division the men work in any 
section of Altoona without restriction and are protected 
against inroads of other company salesmen if they report 
prospects and follow-up each 30 days. And just as in the 
case of the washer salesmen, special effort is made to 
obtain business through satisfied customers rather than by 
cold canvass. One week after each sale the salesman calls 
upon the customer with a free frozen desert recipe book. 
He attempts to get leads during his call. Two weeks 
after the sale he again calls, this time with a cover for the 
refrigerator ice tray. These covers cost the department 
25 cents each but they have more than paid for themselves 
in producing new business. 

The men do not keep their own prospect files in the 
refrigeration department. Each man canvasses for about 
50 leads when he joins the organization but he imme- 
diately reports the names and addresses of all prospects 
interviewed and these prospects are filed in duplicate by 
the crew manager, the originals alphabetically by name 
and the duplicates under the dates specified for repeat 
calls. Reports on repeat calls are also filed. 


Cleaners 


OOVER” vacuum cleaners have been sold for 
several years and in 1926 $3,000 worth of these 
appliances left the store. In this department also, how- 
ever, outside selling and the efforts of a “manager” have 
bettered business. The department was converted into a 
re-sale department in 1927 and placed under the direction 
of a factory man who works outside the store and 
$23,000 worth of cleaners were sold during the year. 
Sales for the first quarter, 1928, total $5,000. 


Radio 


ADIO business has never been solicited outside of 
the Spence store, with the exception of home demon- 
strations. However, a sales manager, Charles Rudisill, 
was also appointed for this department, joining the com- 
pany in 1927. 
Fifteen thousand dollars worth of radio sets were sold 
in 1926 without Rudisill. He increased sales to $29,000 


-in 1927. And this year he has sold nearly 100 “Sparton” 


a.c. receivers, 52 “R.C.A.” model 17’s and twenty-five 
miscellaneous sets, more than $10,000 worth of radio ap- 
paratus in the first four months of the year. He estimates 
that radio sales for 1928 will reach $40,000! 

Ninety-seven per cent of all sales have been a.c. set 
sales. Ninety per cent have been sold for cash (paid for 
in 60-90 days). Though practically all business orig- 
inates in the store as a result of advertising and display, 
75 per cent of the sets sold were demonstrated in homes. 
This method of selling has not been expensive as demon- 
strations resulted in sales in all but 3 per cent of Rudi- 
sill’s calls. 

Seventeen trade-ins have been accepted since the first 
of the year, though a cash down payment is always re- 
quired. These have all been sold at about 85 per cent of 
the amount allowed, the balance being made up by the 
profit on the new set sale. 

Rudisill makes most of his own installations with the 
assistance of a man from the shipping department who 
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has shown some aptitude for the work. He works long 
hours to do it, but the simplicity with which a.c. sets may 
be installed has greatly reduced the time necessary for 
installations. 

If sets are sold on time, one-third down is required, 
balance to be paid within 6 months. 


Fixtures 


IXTURES, of which Spence carries a full line, have 

been “under the wing” of Mr. Mann, working on a 
straight commission basis, only since February of this 
year. Here again, the result of Spence’s policy of depart- 
mentalizing is seen. Total fixture sales in 1927, $5,000. 
For the first quarter of 1928, Mann has sold $3,000 
worth. 

At the present time he is featuring colored kitchen 
lights at $1.95, $2.95 installed, conducting this campaign 
much the same as if he had his own fixture specialty 
business. Seventy-five kitchen lights have been sold 
since February. 


OW, let’s check back: 
Spence appointed a washer sales manager late in 
1927 and this manager introduced outside selling. Washer 
sales jumped from $27,000 in 1927 to $10,000 for the 
first quarter of 1928. 

A refrigeration sales manager was appointed late in 
1927. He in turn introduced outside selling. Fifteen 
thousand dollars worth of merchandise was sold in the 
year before his connection with the company. Eighteen 
thousand dollars worth of refrigeration business is re- 
corded for the first four months of this year! 

Vacuum cleaner sales increased seven times over when 
the introduction of a re-sale plan brought with it outside 
selling and the personal attention of a capable man. 

Radio business has increased by leaps and bounds and 
fixture sales show every indication of becoming larger 
than they have ever been in the history of the company. 

Obviously, the appointment of sales managers for the 
various major appliance departments and outside selling 
in two of these divisions has paid. 

Selling cost? Volume business has taken care of that. 
Overhead represented 30 per cent of 1925 gross sales, 29 
per cent of 1926 gross and 23 per cent of total sales last 
year. Nineteen hundred twenty-eight overhead, to date, 
is but 25 per cent of gross business! 


Centralized Control 


HERE are a number of business functions which 

must naturally be handled by a central office for all 
departments, such as time-payment accounts, billing, 
credit check, etc. So Mr. Artz, with the assistance of a 
small office force, performs the duties of credit man, 
general office manager and accountant. 

Artz estimates that Spence’s four-story building should 
bring about $700 per month in rents, so he has set up a 
schedule pro-rating this charge also, the amount charged 
each department depending upon the size and general 
value of the space used. His schedule (which naturally 
would vary in other operations) is as follows: 


Floors (charge per month) 
3rd 


Department Ist 2nd 4th Total 
ee eed $90 $10 $100 
General Store ....... $75 Pore 5 10 90 
BE id bs cece bas 90 meee a 5 100 
Lr 100 $15 § 30 150 
Sweeper ............ 35 ates eek 5 40 
ee 10 50 or was 60 
Refrigeration ....... 100 15 5 30 150 
C.W. (Gable Display 

| eee ane Paar pete 10 10 

ieee Sees $410 $80 $110 $100 $700 
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The justification for these charges is more clearly seen 
when the general arrangement of the store is known. 

The contract department’s third floor space is expen- 
sive because the building is built on the side of a hill 
and trucks may be driven directly to a third floor en- 
trance in the rear of the building for loading. Small 
appliances occupy small wall space in the center of the 
main floor, the balance of the charge against “General 
Store” being for storage space. Hence the small rent 
charges. 

Radio occupies the entire center of the main floor, as 
well as considerable wall display space, hence the $90 
charge. Washers are displayed just inside the main en- 
trance, perhaps the most valuable space on the first floor, 
and in addition are charged for Rudisill’s office. Sweep- 
ers are visible from the main entrance. Fixtures are 
occasionally displayed in the general store space and in 
addition occupy the greater portion of the second floor. 
Refrigeration shares the front of the store with washers, 
and in addition is charged for Black’s office and storage 
space on other floors. 

Telephone and electric light charges are pro-rated as 
follows: 


Telephone Light 
Per Cent Per Cent 

ee: 20 10 
General Store... si ks cecae. 10 10 
ee 10 15 
I 5s Face Leeuwen es 20 20 
SWeeticnGe: «..25554cacneeeates 10 5 
USMURIROGI «953 5s S25 5s oss neers 10 20 
Refrigeration «oo... 000s ue cse 20 20 

I gh ates tg haae Sacees 100 100 


Other general store expenses are handled in about the 
same way. The exact proportion of the total expense of 
operating the store charged to each department is appli- 
cable to the Spence organization only. Other stores 
operating under a similar departmental plan would natu- 
rally find it necessary to make up their own schedules. 

The store’s executive salaries (exclusive of department 
managers), are pro-rated to each department, the exact 
amount charged against each depending largely upon what 
these departments can safely support. The salaries of 
department managers are directly charged to each depart- 
ment as are commissions of the men employed by these 
divisions. 


DVERTISING costs (Spence has a contract with one 
evening newspaper for about 45 column-inches per 
day) are charged directly to the departments using the 
space, though Epple has a definite schedule of advertising 
which he has found most effective. Washers are always 
advertised on Monday. Refrigeration is always adver- 
tised on Tuesday and Saturday during the summer season. 
Vacuum cleaners and radio usually split space on Wednes- 
day and fixtures and small appliances are sandwiched in 
at frequent intervals. 

General store sales, which includes small appliances and 
incandescent lamps, is handled either by Mr. Epple him- 
self or by a floor salesman. The company sold $22,000 
worth of small appliances in 1927 plus $12,000 in incan- 
descent lamps from the floor. Sales are running about 
the same this year, with $4,000 worth of small appliances 
and about $3,000 in lamps already sold. 

Four delivery trucks are kept in constant operation for 
use of all departments and the fifteen men employed by 
the contracting department are usually available for other 
work if deliveries, installations, etc., become pressing in 
the appliance sales departments. 

There are, obviously, reasons, why Spence has tripled 
his appliance business ! 
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Crossville, Tennessee, with 145 meters 
bought 64 new fixtures. At top: Mary- ° 
ville, Tennessee, with 500 prospects 
bought 43. 





URING January and February the Tennessee 

Electric Power Company conducted three refix- 

turing campaigns in three towns of entirely dif- 
ferent characteristics. Two of these activities were 
considered successes, one was a disappointment. H. M. 
Camp, merchandise manager for this utility at Chat- 
tanooga, draws the conclusion that the two that went 
over did so because the appeals used synchronized with 
the character of each market. The third experiment 
missed fire because this element was lacking. Co-opera- 
tion, also, was conspicuous by its absence. 


EXAMPLE ONE 


ARYVILLE, TENN,., isa college town of approxi- 
mately 500 worthwhile prospects. Its average 
citizen is well read and interested in the better things of 
life. Here a single type of fixture was featured. It 
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By 
Ray V. 


SUTLIFFE 





was given a name, “The Winthrop,” and priced at $25 
—installed and equipped with five 40-watt bulbs. The 
terms were $3.75 down and $3 per month. Forty-three 
of these indirect lighting fixtures were sold within a 
sixty-day period. Note the ample time allowed for this 
campaign. . No attempt was made to “rush” customers. 
Here was a device which required that an education job 
must first be accomplished. The appeal was to the mind, 
not to the emotions, hence the two months’ schedule. 


EXAMPLE Two 


UT Crossville was a town of another character. This 
town had less than 150 residence meters within its 
boundaries. Its people were hard working farmers, 
clerks, laborers. Here price was featured and the prin- 
ciple of scientific lighting largely ignored. 
The latter part of January the power company gathered 
from its branch stores a collection of 110 attractive, but 
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“While This One Failed | 








CROSSVILLE, TENN. 
145 residence meters. 


CHATTANOOGA, TENN. - 
14,000 residence meters. 









ype f Town 

College atmosphere. 

itizens well-to-do and intelli- 
gent. 





Type of Town 
Working men, farmers. 
Not much money. 


Type of Town 
Manufacturing, distributing and 
business center. 





The Campaign 
Centered about one fixture. 
Sixty days, $3.75 down, $3 a 
- month, Personal, “steady 
pressure” solicitation. The 
appeal was to the reasoning 
power and benefits of better 


The Campaign 
Whirlwind type—“A chance, for 
three days only, to improve 
the appearance of your home 
. by installing some of these 
‘classy’ fixtures.” Terms, cash 
and carry. Big store display. 


The Campaign 
Co-operative with local dealers, 
One type of fixture featured. 
30-day schedule. 
Time payments. 





illumination. 
Results Results Results 
43 sales and orders still com- 18 per cent of all families in Interest lagged. Proposition not 


ing in. . 
- Average selling price, $25. 


town bought one or more fix- 
tures. Total sales 64; average 
price, $11. 


well understood. Counter- 
claims of lack of co-operation. 
Sales did not exceed 30 fix- 
tures. 





Lessons Learned 
Educated people will buy fix- 
tures on “eye conservation” 
appeal but must be allowed 
ample time for reasoning 
process.-to sink in. 





Lessons Learned 
Pride appeal went over big. 
Price incentive will bring them 
to the store. 





— — $$$ 








it 


Lessons Learned 
Educational groundwork must 
be better laid. Fixtures 
should have more universal 

popular appeal. 














REFIXTURING 


Tennessee Electric Power Company develops campaign to 


fit community. 


slow moving, pieces of lighting equipment. It hung these 
in its Crossville store, and’ then announced a three-day 
“sale.” Handbills and the county newspaper were the 
mediums used. It stressed the point that noz Crossville 
citizens too could have modern lighting fixtures in their 
homes. Incidentally, this was the first fixture campaign 
ever staged in Crossville. Mr. Camp states that there 
are many other towns on the lines of the Tennessee Elec- 
tric Power Company similarly situated. 

Twenty-five families—18 per cent of all wired homes 
—bought 64 fixtures “off the floor” from Feb. 2 to 4 
inclusive, as a result of this display. The average selling 
was $11. This did not include bulbs or hanging. The 
terms were spot cash. Thirty-seven of the fixtures sold 
were four and five light units. 


EXAMPLE THREE 


OF EXAMPLE three, Chattanooga, Tenn., little need 
be said. This city has approximately 14,000 resi- 
dence meters. The plan was to enlist the co-operation of 
the local contractor-dealers and to sell a one-type, indirect 
illumination, fixture. The lighting company to supply 
the fixtures and the publicity and the dealers to sell as 
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The lesson in a selling drive that failed 


many as possible and to hang them. At the end of thirty 
days of more or less wholehearted effort a total, it is 
estimated, of not over 30 fixtures had been disposed of. 
Why? Opinions differed, but this much appears to be 
certain: The contract dealers were not thoroughly “sold” 
on the proposition. There was a vagueness of definition 
about the whole matter, a lack of clear-cut perception of 
just what it was all about and just how these fixtures 
should be put over. Furthermore, there is little doubt 
but what the need for educating the public concerning 
the value of this new lighting idea was not appreciated 
and, therefore, slighted. 

When sales resistance appeared few knew how to 
meet it. 

“The solution,” according to the concensus of opinion 
of those interviewed, will be found in a varied line of 
popular fixtures, a better understanding of mutual inter- 
est, responsibilities, operating co-ordination, and a more 
thorough preliminary groundwork educational campaign 
for both dealers and the public. 

The accompanying table summarizes the high points of 
these three campaigns and shows clearly the need for 
suiting the proposition to local conditions. 
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For years, central stations have 
been looking for a load that would 
consume night current and not 
increase their investment costs. 
The electric water heaters tested 
by the Empire State Gas and 
Electric Association indicate that 
an attractive semi-night load for 
residential water heating is here 
and that development from now 
on will be as rapid as utility 
executives desire. 
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Two years of test and exper- 
iment show storage water 
heating with low wattage 
elements to be economically 
practical for the consumer 
and profitable to the utility 


By H. C. WILDER 


Director of Sales, 
Northeastern Power Corporation, Rome, New York. 
Chairman, Merchandising Committee 
Empire State Gas & Electric Association 


E ARE ABOUT to merchandise night load. 
This is the conclusion reached after two years 
of study, test and investigation by the Mer- 
chandising Committee, Commercial Section, Empire 
State Gas and Electric Association. 

This committee last year made its objective the devel- 
opment of devices to use off-peak current in the home 
and to increase the residential kilowatt-hour load without 
setting up new peaks. The investigation concentrated 
on refrigeration, battery eliminators and electric water 
heating as outstanding possibilities. Its researches have 
lead to the conclusion that the largest practical consumer 
of night current is the electric water heater. 

At the beginning of its activities, the committee can- 
vassed the market and selected a number of water heat- 
ing systems which offer possibilities as off-peak cor- 
sumers. These water heaters were placed for test both 
in the laboratory and in a number of selected homes, 
principally in sections having very cold water and severe 
climate. 

At the last annual meeting of the Commercial Section, 
a preliminary report was presented which indicated sub- 
Stantial progress. It did not, however, include winter 
operation. Careful calculation has now been made of 
both winter and summer operation and has demonstrated 
that the storage tank type of heater favored by the com- 
mittee is not prohibitive in cost for winter use, as had 
been supposed. 
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As an indication of what the electric water heater will 
do compared to other recognized load builders, the com- 
mittee’s recommended type of water heater consumes 
from four to five thousand kilowatt-hours per year. 


HE characteristics of this water heater, including 
power factor and peak load make it highly desirable. 
The committee tested a large number of makes and types, 
including large and small tanks and large ana small 
units. By a process of elimination, the committee has 
centered its work on fifty and sixty-gallon insulate stor- 
age tanks with heating elements using not more than 1,500 
watts. A test, with a thermostat but without time clock 
or automatic devices, revealed that these storage heaters 
operate at night to the extent of one-third or more of the 
total current consumed. In a series of practical tests 
made in homes the committee developed the fact that a 
sixty-gallon storage tank with a 1-kw. unit will take care 
of an average family using up to seventy gallons per day. 
Note that a heater of this type and size can be installed 
without additional wiring costs. 

That the new type of electric water-heating equipment 
can be sold at a marketable price has just lately been 
established. The forty to sixty-gallon storage tank with 
1,000 to 1,500 watt capacity will soon be available at 
electric washer price levels, not including time-clocks 
which are not essential. That price has been the objec- 
tive of the Empire State Gas and Electric Association 
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Committee.since its research and tests of two years ago 


began. 

Satisfactory heating apparatus is now available at 
from $125 to $175 with such discounts that any elec- 
trical retailer can enter this market, as soon as the power 
company adopts this type of water heating load and 
makes a rate. 

Installation costs are lower than on former types of 
3 kw. to 5 kw. home water-heating outfits. On all such 
equipment the installation cost tended to check sales and 
to shut out the independent dealer. And the central sta- 
tion didn’t want the load with the peaks it produced and 
the added investment it required. With the storage tank 
with low wattage element we have a wholly new develop- 
ment. 

The 1,000-1,500 watt heater with forty-sixty gallon 
insulated tank can be installed, including wiring and pip- 
ing for $12 to $15 and should be sold at a price to include 
installation. The dealer can sell this heater and should 
be encouraged to enter this field. The power com- 
panies need the dealer’s active co-operation in marketing 
the new idea in heating water. 


HE semi-night load type of water heating is notably 
attractive to public utility executives. 

For years they have been looking for a load that 
would consume night current and not increase their in- 
vestment costs. Analyzing one by one the few appli- 
ances that could be used at night, all were found wanting, 
except in industrial use. Surplus power and off-peak 
current is being sold to factories, and such plants are 
bending every effort to conduct operations at night to 
enjoy the low rates offered. No such rate idea has been 
heretofore adopted for residential customers. 

Turning to residential or retail use, there was nothing 
but the refrigerator and that operated but little at night. 
This load lacks the perfect power factor characteristics 
so much desired and uses too little current at night to 
warrant night rates. 

There are future possibilities in new fireless cooker 
types to be heated at night and used by day but these 
are still experimental. 


HESE considerations led the State Committee to 
concentrate on domestic water heating. Our re- 
search progress was slow at first. 

Obstacles developed but they were gradually elimi- 
nated and a combination of equipment evolved which 
now meets the central station’s requirements. 

Since our tests started many manufacturers have 
brought out equipment which will produce off-peak use 
and which generally follows our ideas. Nearly a dozen 
makers now have approximately this type of apparatus 
ready for the market. 

As soon as any power company senses the importance 
of this load in levelling out the system load curve with- 
out additional fixed charges, and establishes a rate to cor- 
respond, then sales will follow with astonishing rapidity. 
Because there is no human need greater than hot water 
service, unless it is food and clothing. 

The value of hot-water service to the home laundry 
idea is obvious. 

The potential market when real hot water service be- 
comes available at $6 to $8 per month is not easily appre- 
ciated. Surely 5 per cent of the customers on any sys- 
tem can be sold within ten years and possibly in five, 
where there is no natural gas or cheap competitive fuel. 
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Let any central-station executive make a few figures 
on what it means to increase the load of 5 per cent of 
their residential customers seven to ten-fold and you get 
some conception of the vastness of this kw.-hr. load. 


HE committee limited the element to 1,500 watts in 
_ 4 its recommendations because it sought to avoid heavy 
wiring costs. With such an element we are within the 
underwriters limits and avoid the $50 wiring job. Also 
the small element keeps our peaks down and makes for 
long night use. Any increase above 1,500 watts reduces 
the night hours of use because it shortens the time it 
takes to heat the large tank. 

The old idea of quick recuperation is gone. Tanks 
can be so well insulated that they will keep us clear of the 
need for large elements to produce quick pick-up, espe- 
cially when using split elements. This device of dividing 
the current into two elements came after much experi- 
ment. 

Our success, we felt, was finally assured when we hit 
on this method and split the heating elements, using two 
500’s or one 500 and one 1,000-watt unit. Placing these 
properly in the tank with exact thermostat locations great- 
ly improves the. recuperation and general satisfaction to 
the consumer. 

The location of elements and thermostats may have to 
be adjusted after reasonable use by the customer, due to 
the great variation in water-use by different families of 
the same size. Many have a large draw of water in the 
morning, others afternoons and so forth. We emphasize 
the need for accurate diagnosis of the customer’s require- 
ments before the job goes in. This is not true of any 
other appliance to the extent it is of water heating. We 


do not have to contend with it on ranges or refrigerators. 


INETEEN TWENTY-EIGHT should mark a new 

era in water heating and night load and a rapid 
development from this time on. Of course I am confi- 
dent because we now realize that Europe has paved the 
way and we are not apt to be far behind when the net 
central station revenue possibilities are grasped. 

Europe has shown that the supposed obstacles to elec- 
tric heating of water do not exist, and that it can be done. 
It is a coincidence that details of European. practice have 
just become known here and that their equipment is the 
same in principle as developed by the New York Com- 
mittee. It is the most conclusive evidence that the find- 
ings of the Committee are sound and that the industry 
can safely go ahead along these lines. 

The two-rate meter is the ideal solution to the rate 
problem and removes many obstacles. Furthermore, it 
produces new night load from certain other appliances 
used wholly in the daytime, such as ranges, cookers, iron- 
ers, heaters, etc. It transfers some of the peak. 

We believe that a 2-wire, 110-volt circuit can be uni- 
versally used for water heating instead of 3-wire, 220- 
volt, as at present. With non-metallic cable the wiring 
costs will not be prohibitive. Voltage, however, is not 
all-important and can be adjusted to central station policy. 

Our conclusions as to the merchandising of ‘water heat- 
ing appliances led us to the free trial plan. Where rates 
are not over 2c. few jobs installed on thirty days’ free trial 
will come out. It is the surest way to get large volume 
of sales in quick order without the delay of pioneering a 
new idea. 

The electrical trade has a new and wonderful load- 
builder to merchandise and should meet its opportunity. 
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For THE VACATION 
TRAVELER, = 7ecom- — 
mend: 

Traveling iron * * 
curing won * * * * 
heating pad * * * * 


flashlight and bat- 
foyicg # 4 HE OD 





water bottle warmer 
and immersion heater 
clamp lamp * * * * 
small fan * * * * * 
And for the motorist 
and  picnicker, the 
bucket-type cooker 
which keeps food 
piping hot or appe- 
tisingly cold. 













































































































LECT RICAL comforts are just as essential to a suc- 
cessful vacation as they are to a comfortable summer 
at home. Right now many families are packing for a 








motor trip, mountain or shore. 
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They will reward the 
dealer who reminds them of the electrical conveniences 
they need. A window trim will do it. 





(Right) A small 
colored display 
panel enroute to one 
of the branch stores. 
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Displays for all stores are designed and 
made m the Poughkeepsie, N. Y., studio. 


uilding 


How the Central Hudson 
poration creates displays at 
ing the completed window 


the Hudson 


(Upper left) When a sales program is 
outlined, V. iE. Shepherd, supervisor of 
display advertising, confers with the com- 
pany's merchandising executives. Left to 
right—H. D. Valentine, director of pul 
licity and advertising; T. Jabine, mer- 
chandise supervisor; Grace Dower, home 
service director; I. W. Mason, super 
visor of retail salesmen; HH. Li. Dexter, 
assistant general commercial manager aul 


V. EE. Shepherd. 
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(Left) A large display as it appeared set-up for inspection in the 
As it actually appeared im a branch store. 


5 Svores 


studio. 


Better 
Windows 


Gas & Electric Cor- 
one central studio, rout- 


to branches throughout 
Valley. 


When completed, displays are shipped 
to the stores. (Ihe company operates 
15). Five are large, and_ receive 
elaborate displays, retaining these for 
u week or two weeks and then passing 
them on. The 10 smaller stores re- 
ceive stock panels which are period- 
wally re-painted. One or two large 
displays are produced each month im 
the studio. 





Electrical Merchandising, June, 1928 





(At the right) 


for 













































LE yg We 





(Above) Displays similar to 
these would be prohibitive in 
cost if each store had to main- 
tain its own artist and display 
man. Central Hudson supplies 
its small-town stores with dis- 
plays worthy of presentation 
i any large city—and does it 
at a moderate cost per store. 
A field man supervises the in- 
stallations. 





7 
| 


Ss 


SESS 





bh 
3 
# 


= 


= 


SEE SE 


SEG. 


123 








9 
GRAND PRIZE 


SOLD IN METROPOLITAN 


Only net sales have been included in 
the amazing total which is summarized 


by areas as follows— 
New York - 2 «4 76,559 


Brooklyn - - - - 65,274 
Northern New Jersey - 47,681 





























This new ‘all-purpose’? Eureka 
may be converted in a few seconds 
for cleaning automobiles and all 
hard-to-get-at places in the home. 
The complete set of improved 
Eureka attachments, including 2 5- 
foot converter cord, floor polisher, 
8-foot cleaning hose, extensiontube, 
radiator tool, detachable brush, 
upholstery nozzle, retail at $8.09. 
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EUREKAS 





NEW YORK IN 3 YEARS 


Very probably more Eurekas have been sold in Metropolitan New 
York during the last three years than all other “makes” combined. 


It is but natural that the largest pro- 
ducer of electric vacuum cleaner units in 
the world would dominate the great con- 
gested market of metropolitan New York. 
However, it is quite significant — yes, 
amazing — that during the last three (3) 
years approximately every tenth (10th) 
residential user of electricity in the world’s 
greatest market should purchase a Grand 
Prize Eureka. 


During those same three years low- 
priced cheap cleaners, almost without 
number, and higher priced standard 
cleaners too, have been crushed by the 
natural obstacles presented by that par- 
ticular market. In the light of their 
reverses, Eureka’s phenomenal success is 
therefore all the more interesting, spec- 
tacular and significant. 


It must be conceded that the New York 


EUREKA VACUUM CLEANER COMPANY, DETROIT, U. S. A. 
Largest Manufacturers of Vacuum Cleaners in the World 


Canadian pan Kitchener, Ontario. Foreign Branches: 8 Fisher St., 
London, W. C. 1, England; 58-60 Margaret Street, Sydney, Australia 


EKA‘ 





CLEANER 


More 


market is Eureka-sold—sold on its quality, 
its performance and its cleaning effective- 
ness, and further, that the Eureka Vacuum 
Cleaner Company knows how to mer- 
chandise as well as manufacture. 
















As a dealer, whether Central Sta- 
tion, department store or otherwise, 
you obtain more in the Eureka 
franchise than just discounts 
and a lot of “hocus-pocus.” 


You will do well to learn 
more about the new Eureka 
Model 11, Combination 
Home and Automobile 
Cleaner, with “Super-Suc- 
tion”, and the assistance 
we will render you in 
duplicating our great 
New York success in 
your district. 
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n° bring a prospect into a buying frame of mind—you 
| must have something to compel concentration on what 
you are selling. 


The outstanding beauty of the New Sunnysuds does this. 
One look and the prospect’s attention is captured and held 
—they cannot ignore the distinctive shape of the patented 
octagon copper tub—the graceful lines that blend the frame 
and tub together—the bright sparkling nickel trimming and 
the lustrous gray proxylin finish. 


The outstanding performance of the New Sunnysuds—its 
speed and thoroughness in washing—its quiet smooth opera- 


tion—its durability and sturdiness may be enlarged upon to 
clinch the sale. 


The distinctive outstanding beauty and performance of the 
New Sunnysuds makes women want it—and buy it. If the 


product you are now selling doesn’t offer these sales advan- 
tages—write now to 


SUNNY LINE APPLIANCES, INc. 
Detroit, Michigan 


Canadian Factory: 
Onward Manufacturing Company, Ltd., Kitchener, Ontario, Canada 
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WITH PATENTED OCTAGON 
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You are invited to see 
the New Sunnysuds at 
Booth 200, N.E.L.A. 
Convention, Atlantic 
City, June 4th to 8th. 











The New Sunnysuds is 
built with gasoline engine 
drive for use when elec- 
tricity is not available. 
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On the 
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Historians have it that the ancients spread 
good news by shouting from the house- 
tops. Nowadays, when a man has some- 
thing good to sell he shouts about it from 
the sidewalks. Washer dealers are espe- 
cially keen for pavement demonstrations. 





Even oil-burners can be displayed and 
sold in this manner. C. G. MacAvoy of 
the Mermac Appliance Company, Harris- 
burg, Pa., uses this movable platform on 
which a complete “Caloroil” installation 
has been made. Power is supplied via a 
flexible lead and a gallon can (not in place 
in the photo) contains the fuel oil. 


Kelly Brothers, Toledo, Ohio, employs a 
man to wheel a washer over the pave- 
ments. It is supported by a cut-down 
baby carriage chassis. 

















TOLEDO HOME OF 


GAINADAY WASHERS | 
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Let Us Place Ourselves on [rial 


(Continued from page 89) 


The Electrical Dealer— 


He lays a curse on co-operation by his methods of selling. It 
is not uncommon for one clothes washer salesman to follow the 
other’s delivery wagon, arrange a competitive demonstration and 
undersell him by cut price. The same destructive strife preys 
upon the vacuum cleaner business. Refrigerator dealers knock 
the other man’s machine. He fails to look beyond the sale of 
this and that device and see that he must also help educate the 
public to adequate wiring, to more outlets, and sell the idea of 
complete equipment built into the home. He is bitter over the 
merchandising practices of the power companies but does nothing 
tu help educate the central station man to better methods and to 
improve the conditions of the trade. 


The Department Store and Hardware Men— 


They have entered the electrical appliance trade without joining 
the family. They desire to participate but don’t bother to co- 
operate in building this market that offers them so much. They 
sell on price and ignore the fact that with these goods quality 
and service are vital because they involve not only cost of use 
but a fire and personal hazard. It is this class of merchant that 
has made the market for substandard appliances. They have 
shirked their service responsibility, shunting the grief off on the 
central station. It will pay them better to sell good goods at a 
fair price and help strengthen the trade and build the volume in 
the market. 


HIS may sound harsh, unfriendly and unsympa- 

thetic. But it is not. Each one of these men has his 
troubles. I know that. And he will keep his merchandis- 
ing troubles for a long time unless he faces these same 
facts and climbs out of them through the top. 

Say what you will, we are a family—all these mer- 
chants of electrical appliances—tied together by a com- 
mon line, a common market and a common opportunity. 
Everything we sell is tied fast to the same electric system 
by a pair of copper wires. And as a family how can we 
live together happily, if we continue individually to do 
selfish things that the others hate us for? And we can’t 
live apart ! 

Ask yourself. 

Do you? 

Is there co-operation in your town? 

How much? 

What do you do to make it more? 

Why not arrange a trial of this same jury in your 
town? Perhaps you might be able to shuffle and redeal 
the cards and make the game a better one. 





Do electrical men co-operate? 





Caszor to Discuss 


Mercuanpisinc 


i“ Hlectragists Convention August 8 


ROM year to year the annual convention of the 
Electragists has grown in point of attendance and 
industry importance. 

For the past several years these conventions have 
been held in the country at West Baden and at Stony 
Point. This year the convention will be held in Chi- 
cago, which, in itself, assures a larger number of 
delegates. The advance estimate of attendance is 2,000. 

The program is of unusual interest and an exhibition 
by representative manufacturers will be held during’ the 
convention in the ballroom of the Hotel Stevens. 

The convention program in full follows: 


Monpay, AucustT 6 


All-day golf tournament, ladies and men. 
Evening: Cards and dancing, the Stevens. 


Tuespay, Aucust 7 
Morning: Opening of manufacturers’ exhibition. 


Afternoon: Opening business session for electragists; action upon 
changes in constitution and by-laws to give chartered local 
associations direct voice in A.E.I. management, and other 
important legislation. Evening: Theater party. 


WeEpDNEspDAY, AucGust 8 


Morning: General convention session. 


Professor Philip Cabot, economist, Graduate School of Busi- 
ness Administration, Harvard University. 


“Are Public Utility Merchandising Methods Fair and in 
Accordance with Best Business Practice.” 


E. O. Shreve, manager, industrial department, General Elec- 
tric Company. “Some Thoughts on Motor Distribution.” 


Charles T. Hutchinson, editorial director, Electrical West. 
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“What Fraternity Means to the Electrical Industry in Cali- 
fornia.” 


L. K. Comstock, A.E.I. National Councillor to the U. S. 
Chamber of Commerce; chairman of Arbitration Committee 
and member of Executive Committee of the Building Con- 
gress of N. Y.; delegate from the Merchants’ Association of 
N. Y. to the International Chamber of Commerce convention 
at Stockholm. “The New Co-operation.” 


Afternoon: Electragists’ session for contractor-dealers. 
Labor Sections’ meetings. 

Evening: General assembly. 
Introduction: President Clyde L. Chamblin. 


Address: John F. Gilchrist, vice-president, Commonwealth 
Edison Company. “A Mid-Summer-Night’s Dream.” 


Dancing and cabaret. 
Tuurspay, AuGust 9 


Morning: General convention session. 
Frederic P. Vose, secretary, National Electrical Credit Ass’n. 
“Credit and Credit Policies.” 


Victor H. Tousley, electrical field engineer, National Fire 
Protection Ass’n. 


“The Present Trend of the National Electrical Code.” 

H. B. Kirkland, supervisor of codes and ordinances, Society 
for Electricai Development. 

“State Enabling Act and Licensing.” 


J. J. Caddigan, superintendent, relations with Allied Interests 
Department, Edison Electric Illuminating Company, Boston. 


“Boston Edison—Contractor-Dealer Partnership.” 
Afternoon: Recreation. 
Evening: Formal banquet, ballroom of the Stevens. 
Fripay, Aucust 10 


Morning: Business session: adjournment at 12:30 p.m. 














Electrical 
Merchandising’s 


program for 








Trade Progress 


1. Spotlight the outlet. 
2. Light up the half-dark homes. 


3. Eliminate the menace of sub-standard 
devices. 


4. A central-station commercial policy 
which promotes dealer prosperity. 


5. Dealer policy that promotes the broad 
interests of the industry. And this 
applies to non-electrical as well as to 
electrical dealers.. 


6. Greater advertising support toward 
winning the public to electrical appli- 
ances by central stations, manufac- 
turers and dealers. 























Machines vs. Methods 


TUDY the food advertisements in your wife’s 

fashion magazine. You will find the baking-powder 

manufacturers telling how to bake better biscuits, 
the gelatine manufacturers telling how to make more 
delicious desserts, the canned-goods packers telling of 
new salads to serve, and a maker of salad oil telling how 
to fry eggs. The whole aim is to sell the use of the 
product: only incidentally do these manufacturers refer 
to the product itselfi—generally only a picture of the 
package and a few clear words to impress the reader 
with the reliability of what’s inside. 

Contrast this with electrical appliance advertising. In 
the appliance ads you find no suggestion as to how house- 
work may be made pleasurable. A vacuum-cleaner 
manufacturer boasts the amount of dirt his machine will 
retrieve, a washing-machine maker tries to clarify the 
advantages of his pet type of agitator, two manufac- 
turers of miscellaneous devices talk about the reliability 
of their products and the prestige of their names, and 
another invites the public to judge his stuff by com- 
petitive test. The whole aim is to sell the product— 
generally by a destructive suggestion that the other fel- 
low’s is not so good. Only incidentally is mention made 
of the advantages which accrue from the use of the 
product. Which is one of the things that ails the appli- 
ance business. 

Women are interested in methods, not in machines. 
For example, the commercial laundries advertise to elimi- 
nate the drudgery of wash-day, while the washing- 
machine manufacturers advertise a mechanical doo-hickey 
which is claimed to make their machines better than its 
competitors. Which appeal wins? You have only to 
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As the 


observe the growth of the commercial laundry business 
and the moribund state of the washing-machine business 
to realize what’s wrong. 





A Twenty Per Cent Return 
on the Investment 


HE conversation had been running on bank stocks 
and oil stocks and suddenly-made profits. 

“T made an investment last year which yields me 
twenty per cent annually,” said one business man, “and it 
is perfectly safe to assume that it will continue to do so. 
I bought my wife an electric ironing machine.” 

He went on to show by facts and figures just what his 
former bill for laundry service had been and just how 
much was saved by eliminating from the expense account 
the services of the woman who came in each week to do 
the ironing. The only flaw in his argument was that 
he reckoned the time of his wife at nothing at all, but 
even with this allowed for, his saving was sizable. He 
figured that it amounted to twenty per cent on the cost of 
the ironer. ; 

His reasoning suggested a new angle which may prove 
useful as a sales argument, particularly to the masculine 
side of the house. How much will $100 or $200 invested 
in the popular stock of the moment yield as an annual 
income? How much will the same amount of money in- 
vested in electrical equipment yield as money saved? Put 
in this way, the margin is more often than otherwise in 
favor of the electrical equipment. In the terms of the 
advertisements, your business man cannot afford not to 
own one. 





A Little Selling Would Help 


, ‘HE wiring business, we are informed, is not so 
good. Jobbers, manufacturers, contractors, are 
complaining. The market is all shot to Sheol. 

But is it? 

The analysis of conditions in typical Ohio communi- 
ties, printed in this issue, indicates the vastness of the 
market for wiring in present wired homes. And in addi- 
tion to these opportunities, so often insisted upon im 
Electrical Merchandising, new ones appear. 

The house number is ready for commercialization. 
The back yard where the garage traffic is found is still 
to be illuminated. A 100-watt lamp and unit are to be 
installed in the garage over the hoods of the cars. The 
laundry needs the same kind of lighting as the kitchen. 
The average home needs six more utilitarian brackets at 
the mirrors in bedrooms and bathrooms. The public is 
steadily purchasing portable lamps, but at least six more 
are needed per home. . 

One way to tell the age of a house is to look at the 
lighting fixtures. Eighteen million wired homes and 
several million unwired homes have coming to them an 
elixir of youth in the form of better wiring and lighting. 
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A Substitute for Soft Seats 


VERY old lady in our town, who lives over on the 

A Second Dutch Road (third house from Plum 

Creek, right next to Gran’ma Scoggie’s), gave her 

idea of heaven as a place where she could put on a new 

black silk dress and a clean white apron and sit forever 
in the front parlor singing psalms. 

Her conception very closely parallels this industry’s 
dream of an electrical merchandising heaven—a place to 
sit down. 

We yearn and sigh for the time when we shall have 
voluntary customers, automotivated salespeople, a self- 
ringing cash register. Aladdinized delivery and installa- 
tion systems, and service out of a slot-machine. 

Fair but futile dream! 

The electrical merchant who most nearly approximates 
a practical heaven in this whirligig world is one who sets 
fire to his soft cushion and buys him a pair of arch 
supports. 


See It 


“By Any Other Name” 
[= N in Washington, the Federal Trade Com- 


mission has been inquiring into the iniquities of 

the electric light and power companies. So far, 
the inquiry has been largely devoted to uncovering evi- 
dence of propaganda by the “power trust.” It has been 
revealed that the utilities have spent certain insignificant 
sums to prepare and distribute publicity favorable to 
themselves. That is very, very wrong. 

Several months ago there came to our hand a booklet 
entitled “What Price Electricity for Our Homes.” It 
was published by an anonymous “friend of good gov- 
ernment,” and, despite its shady source, it was piously 
endorsed by a certain highly placed senator. The pam- 
phlet was brazen political propaganda inimical to the 
utilities. But that is very, very right. 

Somewhere among the world’s wise sayings is one 
about the pot calling the kettle black. This seems to be 
a case in point. 





And as READ 


Specific Refixturing Help Needed 


Editor, Electrical Merchandising: 


HAVE been reading with interest your articles on 

the refixturing market and how to cultivate it. Pos- 
sibly a word from a contractor-dealer who has not been 
active in this latter respect—and his reasons why—might 
not be amiss at this time. I feel that I am now ready 
to give this matter serious consideration if the following 
“set-up” were available: 
_1. A line of fixtures specially designed for this purpose. This 
line should be popularly priced, yet sufficiently attractive so that 
its superiority over those from five to fifteen years old would be 
readily apparent. : 

2. These fixtures should have definite talking po:nts applicable 
to the situation. They should possess both specific illumination 
and appearance superiorities over those now in use. 


3. They should be provided with a convenience outlet and a 
switch. 


_ 4. Concrete sales helps should be provided by the fixture manu- 
iacturer; instructions to the dealer and salesmen on the manner 
in which they could be sold profitably; consumer mailing pieces 
written for this particular type of prospect and giving the many 
reasons why replacement fixtures offer one of the best investments 
a home owner, or renter, could possibly make. 

The question of a trade-in allowance is, it seems to 
me, a minor one. It is obvious that whatever the dealer 
grants must be covered by the asking price for the new 
fixture. 


W. T. Grunpy, Treasurer-Manager. 


Domestic Utilities Supply Company, 
Oshkosh, Wis. 
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ERS Sec It 


More Rugs for More Cleaners 


Editor, Electrical Merchandising: 


N DISCUSSING the vacuum business recently, the 

thought has occurred that their worst competition was 
not competition of vacuum cleaners, but rather the con- 
goleum or linoleum rugs. Has this ever been taken into 
consideration? Have you ever considered the fact that 
vacuum cleaner prospects have been reduced more by the 
elimination of wool rugs probably than the saturation of 
cleaners. This probably does not apply to the larger 
cities, but in the farm communities you will find upon 
investigation that it is a fact that close to one-third of 
the homes wired electrically are without wool rugs suf- 
ficient for the use of a vacuum cleaner. 

Why can not the vacuum cleaners and the tug manu- 
facturers get together in some good national advertising 
such that the desire to tread on a warm rug can be 
created, coupled with the fact that the electric vacuum 
cleaner will produce clean results. That it will produce 
the sanitation which the people have in mind when pur- 
chasing this competitive class of rug. We believe that 
this is worthy of consideration and hope to see the day 
when national advertising will carry something which 
will start the ball a-rolling to put the rug before the 
public coupled with the vacuum cleaner’s efficiency. 

W. M. Situ, Sales Manager. 


Nontana Dakota Power Company 
Williton, N. D. 
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Policies That Build 


Business 


[D you ever hear of a concern selling radio that 
makes it a practice not to demonstrate an instru- 
ment or sell an instrument in its store? No store 
sales, no store demonstrations. That’s the practice of 
the Consolidated Gas, Electric Light and Power Com- 
pany, Baltimore, Maryland. 

A shielded location is the reason for no store demon- 
strations. Demonstrations are given in the home. And 
that’s where the sale is made! The Baltimore utility 
was one of the central stations which early considered 
radio as an important division of its merchandise de- 
partment. 

And its radio department was not organized over night. 
Dorsey R. Smith, merchandise manager, gave several 
months to a study of radio retailing methods before he 
announced his radio sales plans and program. It was all 
down in black and white before a set left the department 
for a customer’s home! 

There are eight steps in Mr. Smith’s radio sales out- 
line. One of the main items is the “sold in the home, 
not in the store” idea. With the prospect in the depart- 
ment complete information is given and questions an- 
swered concerning any set on display. The next step is 
to suggest a home demonstration. There has been little, 
if any, objection to this from the first. With the set in 
the home, right in the location where it will be used and 
probably where it will remain, the setting is right! Sales- 
manship will do the rest! 

Second, when the radio department was organized it 
was decided to place complete responsibility for the func- 
tioning of this department on one pair of shoulders. 
Whoever headed up radio sales need not have any ap- 
pliance selling interests to distract his attention. Radio 
sales are kept entirely apart from appliance selling. 
Joseph M. Garvey was the man selected to head up the 
radio work. He’s responsible for every interest of the 
radio department. He’s the pilot at the wheel, the engi- 
neer at the throttle, the generalissimo of all radio activities. 
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Third, the Gas & Electric Company in Baltimore 
sells only one radio line—only one. There’s never any 
confusion in the mind of the prospect as to which set 
to buy. There’s only one line on display, only one line to 
demonstrate in the home. This has made possible a close 
study of one product by every member of the radio de- 
partment. Each one knows his instrument! He knows 
its important features. He knows how to service it, if 
any difficulty does arise. He knows how to install it. He 
knows one line and is able to concentrate all time, atten- 
tion and thought on it. This has speeded up sales in the 
long run—one instrument, one price, one sales story. 

Fourth, the Baltimore company believes in telling its 
merchandise story directly to the housekeeper or better 
still, in the evening when the family’s all there. Just as 
this company sells its appliance house-to-house, it sells 
radio in the same way with an outside.sales staff. These 
men, besides locating new prospects, take care of home 
demonstrations from leads obtained in the store. Num- 
ber 5 concerns the quality of merchandise and the service 
rendered. Every set sold must give one hundred per 
cent service. Four men, each with a car, are always 
ready for service calls from radio customers. If you 
buy it from this company, it must be right—whether it’s 
an electric clothes washer, a vacuum cleaner, a toaster. 
a grill or a radio set. Also, it’s a standard practice of 
this radio department to take care of all service calls the 
same day they’re received. All service requests received 
up to closing time are taken care of the same day. 

The Baltimore company has a catch line that runs 1 
all its electric fan ads; ‘“‘a fan ordered today, delivere: 
today.” Its radio line is; “a call today, service today’: 

Sixth, and, of course, closely allied with good service 
is a proper installation. Selling only one line, the service 
men and those who install know their set! They have 
made a close study of it. And when it comes to installing 
a set, they know something about every section of the city. 
something about the conditions to be overcome, perhaps. 
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something about the surroundings 
—manufacturing, railroads, trolleys. 
etc. This is valuable information ; 
always ready. Just how valuable 
it is, is disclosed during a five- 
minute conversation with any one of 
the service men. 

Seventh, the radio department 
keeps the public fully informed of 
its radio work, without interruption. 
The backbone of this is carefully 
planned advertising. Each news- 
paper display receives individual attention. As a rule 
stock electros, borders and layouts are not used. Not 
that there is any special objection to them. But each ad 
should have individual attention and treatment. The 
space is worth it. The message is worth it. The effort 
should appear on the sales sheet. 

Eighth, not an opportunity escapes in tying up with 
local and national events. For instance, Billy Barton, a 
3altimore horse, ran in the Grand National in England. 
The public was invited to hear the broadcasting of this 
event in the company’s radio department. It was, in 
part, due to the efforts of the radio department, that 
many Baltimore schools were equipped in February with 
receivers and loudspeakers for the Damrosch orchestra 
programs. The radio department loaned equipment to 
the schools, and received some valuable publicity by 
doing it. 

The Dodge hour programs were used for window and 
riewspaper copy. During the next few weeks radio pros- 
pects will be reminded of the political conventions to be 
held next month. This will be done through salesmen, 
newspaper ads and window displays. Also, emphasis 
will be placed on the idea that the summertime is not the 
time of the year to put away the radio set, packed in 
moth balls. The message will be, that radio programs 
during the next three months will be just as interesting 
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By 


Brooks SHACKLEY 


Consolidated Gas, Electric Light and 
Power Co., Baltimore 


Demonstrating radio cquipment to a 
small group of high school scholars in 
Baltimore, prior to the broadcasting of 
the Damrosch lectures and New York 
Symphony Orchestra programs. 


as were those broadcast ‘during the past winter. No 
missing radio programs in the summer. It isn't being 
done any more! 

And last, but by no means the least, the eighth step is 
——no “trade-ins.” In building his radio sales program, 
Mr. Smith investigated the “trade-in” situation and his 
decision was to keep out of it. Of course, this has 
created sales resistance. But it has been overcome. It 
had to be! Baltimoreans now know that the Gas and 
Electric Company does not handle second-hand sets. 
They do not expect allowances. 

Here, then, are the reasons for the success of this 
central-station radio department— 


. Instruments are sold in the home, not in the store; 
. One radio department head; 
Sells one line; 
Sells house-to-house ; 
Service and all it means with special service men; 
. Proper and careful installation ; 
. Publicity—newspaper, windows, circulars by salesmen, bill 
stickers ; 
8. Tie-up with local and national events; and 
9. No “trade-ins.” 


Lente Whore 


NO 


The retailing of an entertaining instrument, a radio 
set, or a Victrola or Panatrope, operated on an electric 
line and the attending good service, molds good public 
relations. . 
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Average Residence Use Now 


18 Kw.-Hr. Yearly 
Annual bill, $30.90 


‘Electrical Merchandising’s” third survey of residence 


electricity consumption 


A tobe a residential kilowatt hour use has come | 


to be an accepted index of merchandising activity. 

This year it is of more than usual interest be- 
cause of the prizes for kilowatt hour increase set up 
by the N.E.L.A. Merchandising Committee. And this 
growing interest has been reflected in the number of 
cities listed in this, the third annual survey made by 
Electrical Merchandising. 

This year we have returns from some 172 cities as 
aginst 100 cities a year ago, which is a very interesting 
indication that the commercial manager is using his 
kilowatt hour increase as a measure of merchandising 
results. Two years ago we made the first survey of 
this nature. The figure developed, 365 kilowatt hours 
used in the home, came as a dramatic revelation to the 
electrical industry of the comparative small use of the 
benefits of electrical power in the American home. Last 
year the average had increased to 400 and this year’s 
average shows a further increase to 418. 

The growth is not confined to any single section. 














How the Sections Stand 


New England....... ,383 kw.-hr. 
Middle Atlantic ... 487 kw.-hr. 
South Atlantic ...... 360 kw.-hr. 
East North Central. .426 kw.-hr. 
East South Central. .431 kw.-hr. 
West North Central .356 kw.-hr. | 





West South Central . .366 kw.-hr. 
Mountain .......... 514 kw.-hr. 
ee 770 kw.-hr. 
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in American cities shows 
4% per cent growth in year. 


Average bill up $1.66 


Nearly every section of the country shows an increase 
over last year’s average. 

An interesting fact developed by a acloser analysis 
of these figures is that the customers in the cities of over 
100,000 are, on the average, larger users of electricity 
than customers in the small towns. The cities in the 
100,000 group taken from these figures show an average 
use of 496 kilowatt-hours a year as against the national 
average of 418. This is an indication that electrical 
merchandising has been carried on more aggressively in 
the larger cities and also of the very large market that 
exists in the smaller towns and cities before they are 
even brought up to present city average. There are 
many problems involved in this matter of selling the 
small town which the merchandise managers of the cen- 
tral station companies serving widely scattered territory 
are rapidly learning to cope with efficiently. 

In spite of the fact that range rates are in effect in 
a great many of these small towns, the indication is 
that very little range selling has been carried on in these 
scattered districts. It is to the promotion of electric 
range use in small cities and outlying districts that we 
must look for the immediate increase from this class of 
territory. 

As in the past those cities showing the highest kilo- 
watt-hour averages have shown also the most rapid 
rate of growth. Greenwich, Connecticut, with an aver- 
age of 685 a year ago has grown to an average of 796 
this year. Several other New England towns offer 
examples of rapid increase. Norwalk, Conn., increased 
from 400 to 510; Hartford from 386 to 430. Buffalo 
shows a slight increase from 734 to 743, but Niagara 
Falls, which reported 587 a year ago, now reports an 
average of 1,413. 

Certain cities in the Middlewest also show rapid in- 
creases. Minot, North Dakota from 380 to 451. Tulsa, 
Oklahoma, 360 to 415. The Oklahoma cities are espe- 
cially interesting because last year a number of them 
reported decreases from the average consumption of the 
preceding year. 

One of the highest general averages comes from Boise, 
Idaho, with 1,350 kilowatt-hours, owing to Boise having 
highest range saturation of any,city in the United States, 
32 per cent. 
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Fresno, California, and the San Joaquin Valley, shows 
an increase of 545 to 625. This is particularly interest- 
ing in the light of the merchandising practices in effect 
in this district which have attracted the interest of the 


entire industry. Here in Fresno and the San Joaquin 
Valley the company has adopted a very energetic policy 
of co-operation of dealers. Judging from the kilowatt- 
hour increase the results are encouraging. 
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South Atlantic Section—Continued 
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Towns or Districts 


Aberdeen, S. Dakota 
Armour, S. D 
Cloquet, Minn 
Concordia, Kansas 
Des Moines, I 
Duluth, Minn 
Eveleth, Minn 


Fargo, N. D 


Faribault, Minn 
Fort Dodge, Ia 
Grand Forks, N. D 


Huron, S. D 


Kansas City, Mo 
Little Falls, Minn 
Mankato, Minn 
Minneapolis, Minn 
Minot, N. D 
Mitchell, S. D 
Montevideo, Minn 
Redfield, S. D 
St. Cloud, Minn 
St. Joseph, Mo 


St. Louis, 


St. Paul, Minn 
Sioux Falls, $. D 
Stillwater, Minn 
Webster, S. D 
Yankton, S. D 


WATER ACO a chess Se Lecen 


Abilene, Tex. (and West Texas) 
Bartlesville, Okla 
Chickasha, Okla 


Duncan, Okla 


ate eae ee ee ae ee ae ee ee ee 


ORURVY ORG NES Si A sci. otis cose attnn enw owes 


Lawton, Okla 
Little Rock, Ark 
New Orleans, La 
Okmulgee, Okla 


Tey OMB. scan. 
MUCEALO® o:00% 20 oS Oe 


PM ru ebattes: IN Wits oo fieiors-c sexe Scho as oe ww SCO 


Boise, Idaho (and Southern Idaho) 
Cheyenne, Wyo 
Denver, Colo 


Pueblo, Colo. (and Southérn Colorado) ........ 


Tucson, Ariz 
AUCEAGE 5 vei re 


Colfax, Wash 
Portland, Ore 
San Diego, Cal 


Fresno, Cal. (and San Joaquin Valley)......... 


Seattle, Wash 
Spokane, Wash 


New England 
Middle Atlantic 
South Atlantic 
East North Central 
East South Central 
West North Central 
West South Central 


POL CAR CIE EOE CO ROCCE ROC ORT COAT 


A ee a ae ne ee ee eee 
an ee ae a ee ae eee 


WCU CE ee OR ee ee ae een era anne oe 


PE UU ER oo Pee ee noah 0. tena vatias 


DNA aCe PERRET CREE Laer Ce re 


West North Central Section 


Average Yearly 


Consumption in Kw.-Hr.-— 


925 1926 
368 
240 305 
“422 434 

275 380 
380 365 

424 457 

315 348 


370 325 
+360 362 
300 360 


Mountain Section 
276 235 


325 
180 


Pacific Section 


590 cage 
228 228 
47| 545 
400 690 
547 612 
Summary 


1927 


333 
312 
413 
295 
tat 
445 
405 
403 
310 
289 
284 
267 
514 
330 
311 
455 
451 
290 
330 
296 
286 
399 
494 
365 
354 
392 
243 
266 


356 


525 
398 
309 
316 
392 
290 
331 
401 
286 
415 


366 


295 
1,350 
425 
336 
388 
294 


514 


854 
774 
405 
625 
1,286 
676 


770 


383 
457 
360 
426 
431 
356 
366 
514 
770 


Average 
Residence Rate 
In Cents, 1927 


eeeee 





Average Yearly 
Residence, Bill 
1927 
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New Miercuanpme 


Recent Developments in the Appliance Market 
Gathered by the Editors 








A ppliances—“Universal” Popular- 
Priced Line, page 140. 

Churn Attachment for Washing 
Machines—“Cole,” page 141. 

Cleaners—G-E, reduced in price, 
page 141; “Star-Rite,” hand cleaner, 
page 139. 

Cord tap—‘Beaver,” page 141. 

Display Showing Appliance Cost— 
page 139. 

Freezer Attachment for Washing 
Machines—“Cole,” page 141. 

Fruit Juice Extractor —” Sunkist 
Junior,” page 138. 

Furniture, Electric—Service cart, 
sewing table, tables, etc., page 140. 

Troners—“Rol-Iron,” page 139. 

Irons in color—“Waage,” page 139. 








W hat Is New and Where to Find It 


acai Food Mixer, page 

Neckwear Presser—‘Tyboy,” 138. 

Oil Burner—“Summerheat Ideal,” 
page 140. 

Percolator with Colored Handle— 
“Empire,” page 142;  percolators, 
irons, waffle irons, in color, “M-B,” 
page 141. 

Radio—A. C. Receiver, “Day- 
Fan,” page 138; “Philco”’ A. C. 
Receivers, page 139. 

Ranges—Range with Cabinet Base, 
“Standard,” page 142; range in color, 
“Monarch,” page 140; “Wilwear,” in 
two-tone finish, page 139. 

Refrigerator — “Superior,” page 
142; “Iroquois,” with defrosting 
device, page 142. 


in Lhis Section 


Sandwich Toaster — “Empire,” 
page 142. 











Sprayer Attachment for Vacuum 
Cleaner—“Klinesprayer,” page 140. 


Stove—‘Foldex” folding stove and 
_heater, page 141. 


Toaster —“Rimco” Turn - Over ' 
Toaster, page 139. 


Washing Machine—Washer with 
— engine, “Sunnysuds,” page 


Washing Machine Filler—“Siph-O” 
reversible tub filler, page 141. 
. Water Heaters—“L & H” water 
heater in color, page 142; “Red 


— Duostat” water heater page 





























Electric Neckwear 
Presser 


“TyBoy” is the name of the new elec- 
trical tie-pressing device brought out by 
the Hare Manufacturing Company, for- 
merly Distributors, Inc., 600 South 
Delaware Avenue, Philadelphia, Pa., 
manufacturer of the ‘‘PressemBoy”’ 
trousers presser. The new “TyBoy” 
uses three elements so essential to press- 
ing—heat, pressure and moisture. With 
the aid of a metal tongue that is in- 
serted in the necktie, the lining as 
well as the face of the tie can be 
pressed, without the seam and lining 
showing through. The presser is light 
and compact and is made in two models: 
Steel case, covered with du Pont’s Fab- 
rikoid, retailing at $3, and steel case, 
finished in lacquer, $2.—Electrical Mer- 
chandising, June, 1928. 
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Fruit Juice Extractor 


In convenient size for use in the home 
is a new fruit juice extractor made by 
the A. C. Gilbert Company and mar- 
keted by the California Fruit Growers 
Exchange, 154 Whiting Street, Chicago, 
Ill. The extractor operates from the 
lighting circuit. Its design can be seen 
from the accompanying illustration. It 
takes but little room, less than 8 in. 
square. The housing of the machine is 
finished in gray enamel. It is easy to 
clean by simply lifting off the bowl 
and reaming bulb for washing or rinsing 
under running water. The intended re- 
tail price of the extractor is $14.95.— 
Electrical Merchandising, June, 1928. 




















New A.C. “Day-Fan”’ 
Receiver 


The new A.C. “Day-Fan” receiver, 
which will be introduced at the Chicago 
Radio Trade Show in June, employs 
eight tubes,—four stages of radio fre- 
quency, detector and three audio am- 
plifying. Amplification is the push-pull 
type. Output transformer is used. The 
set is completely shielded and has steel 
frame throughout. An interesting fea- 
ture of the set is a four-prong jack, 
located in a handy position, which per- 
mits the use of either the audio fre- 
quency or the radio frequency end of the 
receiver separately, by means of a simple 
“plugging in.’’ This provides for con- 
necting a phonograph “pick-up” to the 
audio amplifying circuit, or for attach- 
ing a large power amplifier to the radio 
frequency output. 

The set will be offered in two walnut 
cabinets, the table model and the console. 
Control is by single illuminated dial. 
Manufacturer: Day-Fan Electric Com- 
pany, Dayton, Ohio.—Electrical Mer- 
chandising, June, 1928. 
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New Electrical Merchandise 























Three New “Rol-Iron” 


Ironers 


As the first of a line of new electric 
ironers the Splitdorf Rol-Iron Company, 
Detroit, Mich., is announcing three new 
models of “Rol-Iron,” illustrated here. 
Quite unusual in the ironer and appli- 
ance field is the practice of naming each 
model, as has been done with the new 
ironers. 

The general specifications of the three 
models are: 27-in. roll; chromium plated 
iron; completely incased gearing; Chro- 
molax elements; G-E motor; control by 
an electric switch operated by foot, hand 
or knee. 

















“Molly Pitcher’ is the price leader of 
the. line and will be retailed about $125. 

“Dolly Madison” is the table model. 
Outlets are provided at the left of the 
table for appliance connection. Intended 
retail price, about $145. 













\ = s+ 
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“La Tosca” is the model de luxe. It is 
an Italian Renaissance design table, 
finished in walnut. When the top hinges 
back the ‘“Rol-Iron’” is raised into an 
ironing position similar to a typewriter 
in a pedestal desk. Intended retail price 
is about $195.—Electrical Merchandising, 
June, 1928. 











xk * * 


12-Qt. Mixer 


For both domestic and commercial use 
the Reynolds Electric Company, 2650 
West Congress Street, Chicago, is bring- 
ing out a new: “Reco” electric mixer of 
12-qt. capacity. The mixer is designed 
to perform practically all the opera- 
tions required in the preparation of food 
for the table including mixing salads 
and desserts and dough, mashing pota- 
toes, vegetables, etc., stirring sauces, 
gravies, etc. 

The mixer has two speeds—two 
spindle and two planetary. The motor 
is a Reynolds heavy-duty 4 hp. The 
finish of the mixer is battleship gray and 
the intended retail price, with bowl and 
choice of any two beaters, $100 f.o.b. 
Chicago. — Electrical Merchandising, 
June, 1928. 
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Turn-Over Toaster 


A new ‘“Rimco” toaster, designed to 
take any size slice of bread, has been 
announced by the Rock Island Manu- 
facturing Company, Rock Island, IIl. 
The toaster is known as No. 10-A. A 
space is provided from the skid plate 
to the base, so that crumbs, grease, etc., 
can be brushed away. The toaster has 
automatic turn-over device, turning the 
toast without touching by hand. The 
top surface provides a convenient place 
to keep extra slices warm. The toaster 
of the new “Philco” A.C. receivers is 
Intended retail price, $200.—Electrical 
Merchandising, June, 1928. 





Irons With Colored Tops 
and Handles 


Not only is the handle of the new 
Waage iron in color, but the top as 
well, providing a vivid spot of color in 
the usually colorless laundry. The 
handle and top are of fused porcelain 
enamel, in red, green, blue or yellow. 
The iron is the Waage No. 63A, 6%-lb., 
3-heat iron. No increase in price over 
the nickel-plated model has been made, 
the new colored iron retailing for $6.75. 

Similar colors are available in the 
Waage No. 61-G, 6-lb. iron, retailing at 
$4.50 and in the No. 31, 3-lb. traveling 
iron, retailing at $4. The Waage Elec- 
tric Company, 5100 West Ravenswood 
Avenue, Chicago.—Electrical Merchan- 
dising, June, 1928. 


* * * 


New “Philco” A.C. 
Receivers; One in Color 


Radio furniture, too, must conform 


‘to the present demand for color. One 


of the new “Philco” A.C. receivers is 
offered in hand-decorated cabinets of 
Nile green, Mandarin red and Labrador 
gray. This new receiver is a table model 
and is designed by Hollingsworth Pearce 
and hand-decorated in floral design by 
Matild Messares. An undecorated model 
is offered, in rich Spanish brown. This 
table model contains a ‘‘Philco’”’ 6-tube 
A. C. receiver, one-control, illuminated 
dial, with phonograph jack. Intended 
retail price of receiver in Spanish brown, 
$115; hand-decorated models, $125. 
Another new model is the Highboy 
receiver, in walnut, in the Louis XVI 
period by Albert Carl Mowitz. It in- 
cludes the ‘“Philco” console grand 
speaker, radio receiver equipped with 
phonograph jack, power supply and 
built-in aerial. Intended retail price, 
$275. The Console model is $200.— 
Electrical Merchandising, June, 1928. 









































Display Showing 
Appliance 
Operating Cost 


In placing its “Electrical Brains” dis- 
play device on the market the Bailey- 
Cole Electrical Company, 1341 Flatbush 
Avenue, Brooklyn, N. Y., felt that the 
buying public would buy still more elec- 
trical household equipment if it knew 
the low cost of operating these appli- 
ances. 

This display device simultaneously 
connects the appliances, which immedi- 
ately registers the cost of operation in 
cents on the meter, and announces and 
describes the appliance in operation by 
means of an illuminated panel. These 
panels are constructed so that the read- 
ing matter is visible on only one panel 
at a time. 

The cabinet is of 3-ply veneer, finished 
in mahogany and gilt-trimmed. The re- 
cess is lined with blue velvet and is 
equipped with several lamps of various 
hues that reflect upon the object occupy- 
ing this space.—Electrical Merchandis- 
ing, June, 1928. 

* * * 





“Star-Rite’” Hand 
Cleaner 


Another new ‘‘Star-Rite’’ appliance in- 
troduced by the Fitzgerald Manufactur- 
ing Company, Torrington, Conn., is the 
“Hand Vac” cleaner. This small cleaner 
weighs but 23 lb. and comes with 24 ft. 
of cord and two-piece plug. It is fin- 
ished in shining aluminum. It has uni- 
versal type motor, 110 volts, but can also 
be had for use on 220 volts circuits. The 
switch is in the handle. The bag is of 
strong, dust-proof material and can be 
disconnected from the motor for clean- 
ing. The cleaner has removable brush. 
Intended retail price, $15.—Electrical 
Merchandising, June, 1928. 


* * * 


“Wilwear’ Range in 


Two-Tone Finish 


The “Wilwear” range of the Beardsley 
& Wolcott Manufacturing Company, 
Waterbury, Conn., is now available in a 
two-tone gray enamel finish. 

This range can be obtained in sections 
and is therefore available in sizes to fit 
the requirements for a small compact 
range. The plate only, with two burners 
is retailed for $20, the oven for $35.50, 
the oven and base for $39.50 and the 
complete range for $59.50.—Electrical 
Merchandising, June, 1928. 
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“Universal” Popular- 


Priced Appliances 


Announcement has been made by Lan- 
ders, Frary & Clark, New Britain, Conn., 
that the devices formerly marketed under 
the names of ‘“‘Thermax” and “Reliance” 
have been withdrawn from sale and in 
their place is offered the new “Uni- 
versal’ popular-priced line of appliances. 

Included in the new line are pot-type 
percolators, retailing from $5.95 to 
$11.95; an urn percolator, $9.95 ; 
toasters, $3.75 to $4.95; waffle irons, 
$8.95 and $9.75; table stove, $7.95; 
irons, $3.50 to $4.95; tourist iron, $2.95 ; 
water heater, $7.85; immersion heater, 
$3.95; toaster stove, $4.95; table stoves 
and hot plates, $2.95 to $4.95; radiant 
heaters, $4.50 and $4.95; soldering irons, 
$2.25 and $2.95; curling irons, $1.50 to 
$3; heating pads, $4.50 to $5.95.—Elec- 
trical Merchandising, June, 1928. 








i 


Reversible Washing 
Machine Filler 


The new No. 409 washer tub filler of 
the Siph-O Products. Corporation, 60 
India Street, Boston, Mass., is particu- 
larly adapted to the wringerless type 
of washer, as the filler can be used on 
either the hot or cold water faucet. The 
filler is made of full §-in. heavy wall, 
red corrugated all-rubber tubing, with 
nickeled fittings. It is about 5 ft. in 
length. 

This company also makes a No. 408 
elothes dampener which is very useful 
with the electric ironer.—Electrical Mer- 
chandising, June, 1928. 














* * Ox 


“Monarch” Range 
in Color 


Many improved features are _ incor- 
porated in the new “Monarch Grand” 
range of the Malleable Iron Range Com- 
pany, Beaver Dam, Wis. The general 
specifications of the range are: The 
oven, measuring 16 in. wide by 15 in. 
X 18 in., equipped with two 1500-watt 
units; the cooking top, 253 in. x 25 in., 
equipped with one 1500-watt, one 1250- 
watt, one 750-watt and one 1000-watt 
speed unit; automatic oven temperature 
control or time and temperature control 
as desired. The range may be had with 
right- or left-hand oven and in all-white 
or Nile.green enamel finish. Its total 
connected load is 7500 watts. Its sug- 
gested retail price, with oven tempera- 
ture control, is $215; with time and 
temperature controls, $235.—Electrical 
Merchandising, June, 1928. 
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Electric Storage 
Water Heater 


The “Red Crown Duostat’ water 
heater brought out by the Hynes & Cox 
Electric Corporation, 406 North Pearl 
Street, Albany, N. Y., is made in ca- 
pacities of from 15 to 60 gal. and in rat- 
ings up to 2 kw. The heater is a low- 
wattage storage type heater, constructed 
to give rapid reheating of the water at 
the top of the tank after hot water has 
been withdrawn. This rapid heating is 
accomplished by two heating elements, 
each controlled by its own thermostat. 
One of these elements with its controlling 
thermostat is located at the bottom of 
the tank and handles normal hot water 
requirements, resulting in a low but 
long-continued power load. This ele- 
ment is in operation for the greater part 
of the time and is automatically shut off 
when the tank is completely full of hot 
water. The other element, with its 
thermostat is located near the top of the 
tank and operates only when the hot 
water at the top of the tank becomes 
cooled to a predetermined point. In 
other words, it operates only when quick 
reheating is necessary. The ratings of 
the upper and lower elements may be 
altered to suit any particular condition. 
_A 2 kw., 30-gal. heater is made to: de- 
liver a maximum of about 120 gal. of 
hot water in an 18-hr. day, which is 
sufficient for a very large family. <A 
1l-kw., 30-gal. heater will deliver a 
maximum of approximately 70 gal. per 
day—ample for the average’ small 
Serr Electrical Merchandising, June, 
1928. 
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Sprayer Attachment 
for Vacuum Cleaner — 


The demand for electrical spraying 
equipment has brought out another new 
device of this type—the ‘Klinesprayer” 
—made by the Kline Vacuum Cleaner 
Company, 621 Johnson Avenue, N. W. 
Cleveland, Ohio. 

The ‘“Klinesprayer” needs no tanks 
and requires no pumping or effort to 
use. It operates as an attachment to 
the ordinary household vacuum cleaner. 
It weighs but 13 lb. Only one hand is 
required for its operation, leaving the 
other hand free to hold and guide the 
work. It is so balanced that it will 
stand upright and not fall over, either 
with supply jar full or empty. It is 
made of metal, heavily nickeled and 
glass, and has but few parts, all of 
which are interchangeable. Intended re- 
tail price, $4.50.—Electrical Merchandis- 
ing, June, 1928. 
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Electric Furniture 


Two new models of electric furniture 
are offered by the Electric Furniture 
Corporation, 154 East Erie Street, Chi- 
cago—a “Service Maid” table and a con- 
sole-type sewing machine. 

The service table is equipped with a 
triple-outlet ‘“Utilitap’’ and has fine 
cabinet work throughout. The finish is 
walnut or mahogany, Jade green or 
Mandarin red. The idea back of the 
name, “electric furniture,” is, of course, 
the “Utili-Tap’’ which, connected to a 
convenience outlet, provides three out- 
lets, permitting the use of three electri- 
cal appliances at one time. -All awkward 
cords running across the floor or sus- 
pended from lighting fixture are 
eliminated. 

The sewing machine, enclosed in a 
Florentine model console, is also 
equipped with the “Utili-Tap.’’ The con- 
sole has lift-off top and the back and left 
side swing up, forming an extensive top 
to the console. The top panel is 5-ply 
4-in. Plywood with walnut and gum on 
the other side. All solid parts are }-in. 
sawed red gum, rubbed to eggshell finish 
—Electrical Merchandising, June, 1928. 


* * 





Improved “Summerheat 


Ideal” Oil Burner 


To meet market requirements for ar 
oil burner of low cost, full capacity, eas 
installation, electric ignition, long life 
and simple, accessible mechanism, the 
Summerheat Corporation of America 
Dowagiac, Mich., is announcing its new 
improved “Summerheat Ideal” burner. 

Electric ignition is one of the features 
of this new burner. Automatic modula- 
tion of flame is accomplished throug! 
the medium of the new Super-Sensitiv: 
Contactor Thermoswitch, sequence con- 
trols being eliminated in the new ‘Ideal 
design. 

The burner is guaranteed by a five- 
year guarantee service bond. Its in- 
tended price, including 275 gal. base- 
ment tank, is less than $300.—Electrica: 
Merchandising, June, 1928. 


Electrical Merchandising, June, 1925 
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New Electrical 








M-B Appliances 


in Color 


Manning, Bowman & Company, Meri- 
«den, Conn., is contributing to the group 
of colored appliances on the market with 
several appliances, including its 308/9 
and 309/7 percolators which may be 
had with red, blue, yellow or green 
handle. Percolator 309/7 is in 7-cup 
size and 308/9 in 9-cup size. Both per- 
colators are finished in nickel. The in- 
tended retail price of the 7-cup perco- 
hokage: $13.50 and the 9-cup percola- 
tor, 3. 

The electric waffle iron, No. 1601 is 
also made with a choice of four colored 
handles. It retails for $13. The 6-lb. 
household irons, No. 1406, with separate 
stand and No. 1416, with heel stand, are 
offered with green handle only. The 
retail price on each iron is $5.—Elec- 
trical Merchandising, June, 1928. 

















Waffle Iron With 
Heat Indicator 


By means of a heat indicator, a ther- 
mostatic gauge, incorporated into the 
new “Star-Rite Empress’ waffle iron 
of the Fitzgerald Manufacturing Com- 
pany, Torrington, Conn., the user is 
informed when the iron has reached the 
right baking temperature, eliminating 
any chance of under or over-heating the 
iron. This new indicator is known as 
the “Total Eclipse.” 

The base and covers of the iron are 
of brass, triple nickel-plated. The grids 
measure 734 in. in diameter and the ele- 
ment in both top and bottom grids is 
removable. The iron has black bake- 
lite handles and a cut stone ornament 
inserted in the cover knob. The in- 
tended retail price is $15.—Hlectrical 
Merchandising, June, 1928. 





* * 


G. E. Reduces Price 


of Cleaner 


_-‘nnouncement has been made by the 
Ceneral Electric Company, Merchandise 
Department, Bridgeport, Conn., of a 
reduction in the price of the G-E cleaner 
from $49 to $35, less attachments. Two 
sets of attachments are offered: The 
‘ong set—a 6-piece set, listing for $10 
and the short set—a 5-piece set (exten- 
sion tube omitted), with one swiveling 
Joint, listing for $6.50.—Electrical Mer- 
chandising, June, 1928. 
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Churn and Freezer 
Attachments 
for Washing Machines 


Designed for operation from the center 
post of the washing machine are two 
new attachments offered by the Cole 
Manufacturing Company, 1000 North 
28th Street, Birmingham, Ala.—a churn 
and an ice cream freezer. These attach- 
ments are now operating on twenty-one 
different makes of washing machine 
and, the company points out, are of 
great assistance to dealers in stimulat- 
ing washer sales. 

To operate either of the attachments, 
the dasher or agitator of the washer is 
lifted out and the churn or freezer is 
slid down over the post until the 
coupling on the inside at the bottom of 
the freezer slips over the nut on top of 
the post of the washer. The clamp at 
the bottom of the freezer is tightened 
and the machine is ready for use. The 
intended retail price of the 1l-gal. freezer 
and 5-gal. churn is $7.85 each.—Elec- 
trical Merchandising. June, 1928. 








Cord Tap 


The Beaver Machine & Tool Company, 
Inc., Newark, N. J., has brought out a 
new patented cord tap. This new device 
is described as a utility cord tap or 
outlet that the householder can pur- 
chase and attach to the surbase or 
woodwork of his home and thereby pro- 
vide an extra outlet for lamps or appli- 
ances. The manufacturer points out 
that the item has a strong appeal to 
householders, especially those renting 
their homes. The device is made in 
black and brown composition and is also 
offered in white glazed porcelain.—Elec- 
trical Merchandising. June, 1928. 





“Sunnysuds” Washer 
Equipped With 
Gasoline Engine 


For electrical dealers who have de- 
mands for gasoline-driven washers, the 
Sunny Line Appliances, Inc., Detroit, 
Mich., has brought out a model of its 
“Sunnysuds” washer equipped with a 
gasoline engine. 

In designing this new washer, every 
effort was made to install the engine 
in the ‘“Sunnysuds” washer without 
detracting from the general appearance 
of the washer and without increasing 
its weight, the company explains. By 
a combination of wood and steel base, 
vibration has been reduced to such a 
point that the washer is almost as 
smooth in operation as the electrically- 
driven model. The washer, like its elec- 
trical counterpart, has octagon copper 
tub, equipped with Timken and oil- 
hardened ball bearings and other fea- 
tures standard in the new “Sunnysuds” 
washer. The engine is the regular four- 
cycle Briggs & Stratton.—Llectrical 
Merchandising, June, 1928. 

















Folding Stove 
and Heater 


Easy to store and to carry on vacation 
trips is the new ‘Foldex’’ combination 
stove and heater made by the Foldex 
Electric Heater Company of Detroit, 
Mich. 

This compact device has many uses. 
When open, it -is a two-burner stove, 
ready for frying, broiling, boiling, etc. 
When partly open and inclined on its 
side, the “Foldex’” is a two-burner air 
heater. 

Each burner may be operated 
separately, from one convenience outlet. 
Three degrees of heat are provided—low, 
medium and high, one outlet providing 
six graduations of heat. The stove is 
finished in porcelain enamel and retails 
for $14. In color, the price is slightly 
higher. A single burner stove-heater is 
also offered. In one position it is a 
toaster with self-turning bread holder, 
also a heater. When flat, the toaster 
device hinges to one side and it becomes 
a stove. Intended price for the single- 
burner model. $9.—Electrical Merchan- 
dising, June, 1928. 
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“Empire” Percolator 


With Colored Handle 


Blue, red and green handles are of- 
fered in the ‘Empire’ percolator line of 
the Metal Ware Corporation, Two 
Rivers, Wis. The 8-cup model, illus- 
trated, is in loving cup design and is 
one of the newest models offered by the 
company. It is equipped with the “Em- 
pire’ patented emersion type heating ele- 
ment and valveless pump. The coffee 
basket and spreader are specially de- 
signed. It may be had in aluminum or 
nickel plated copper. In the new color 
line, a black-and-white silk cord is pro- 
vided, eliminating the bother of match- 
ing cords, should they become mixed, as 
often happens where more than one ap- 
pliance is used. The percolator has black 
bakelite feet. Retail prices of ‘““Empire’”’ 
percolators range from $3.25 to $25.— 
Electrical Merchandising, June, 1928. 























New “Superior” 
Refrigerator 


The “Superior” Model 5-E refrigerator 
illustrated provides a food storage ca- 
pacity of 5 cu.ft. and a table ice com- 
partment of three trays with a total of 
36 ice cubes. The cabinet is 26% in. 
wide, 19 11/16 in. deep and 57% in. high. 
It is made of steel, insulated with min- 
eral wool and cork. The interior finish 
is baked enamel; exterior finish, per- 
manent white lacquer with heavy nickel 
plated brass hardware. : 

Sulphur dioxide is the refrigerant em- 
ployed. Thermostatic control. The 
compressor is of the single cylinder 
reciprocating type, operated by a 1/6-hp. 
motor, V-belt drive. The manufacturer 
is the Superior Iceless Refrigerator, Inc., 
Canton, Ohio. The company also makes 
four larger units with vitreous porce- 
lain provision chamber capacities of 6, 
7, 9, 12 and 15 cu.ft. The intended 
retail price of Model 5-E, illustrated, is 
thy Electrical Merchandising, June, 
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Compact Kitchen 
Range 


Specially designed for the small home 
or apartment, where compact kitchen 
layout requires economizing of space, 
without too great a sacrific of cooking 
capacity, is the new No. 360 range of 
the Standard Electric Stove Company, 
Toledo, Ohio. 

The range has three burners and a 
liberal-sized oven, 14 in. x 114 x 18 in., 
at convenient height. The oven is pro- 
vided with two recessed burners to per- 
mit full cooking space, the upper burner 
being a broiler. The oven is aluminum 
lined. The range may be had in white 
or colors, as ordered, and with or with- 
out oven temperature’ control. An 
added feature is the utility base which 
provides extra storage space for utensils 
or supplies. The base is optional instead 
of legs at nominal extra cost.—Elec- 
trical Merchandising, June, 1928. 
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Water Heater in Color 


To harmonize with the present trend 
for color in home equipment, the A. J. 
Lindemann & Hoverson Company, Mil- 
waukee, Wis., is offering a new water 
heater in a Nile green baked japan 
finish. 

The heating element of this new 
heater is directly immersed in the water 
supply thus providing for the immediate 
absorption of the heat units as they are 
generated. The heat is maintained by an 
insulation of 2% in. of wood felt. 

The heater is automatically con- 
trolled by a mercury switch contactor 
actuated by a helical thermostat. The 
thermostat is inserted inside a brass 
housing which extends inside the water 
and is in direct contact with the water. 
The control can be adjusted to deliver 
water at from 120 to 200 deg. F. at the 
top of the tank. Electrical connections 
are in a cutout box in the base of the 
heater. The heating unit can be re- 
moved for cleaning without disturbing 
the plumbing or other electrical connec- 
tions except the connections of the ele- 
ment itself.—Electrical Merchandising, 
June, 1928. 





























“Troquots” Refrigerator 
With Defrosting 


Device 


Defrosting of the ‘Iroquois’ refrig- 


‘erating unit is accomplished by means 


of a ‘defrosting’ valve which auto- 
matically reduces the pressure on the 
low side of the unit to a point where 
the machine shuts off. When defrosting 
is completed the user opens the valve 
and the machine will automatically be- 
gin operation. 

One of the features of the valve is 
that in the case of remote installations, 
instead of going to the basement to turn 
the switch, the user can handle the 
defrosting operation by means of the 
valve in the refrigerator. The valve is 
located on the face of the boiler header 
in such a manner that the knob extends 
beyond the boiler front and is easily 
accessible for operation. The valve, it 
is pointed out, is nothing but a shut-off 
valve but is designed in such a manner 
that it is packless and therefore, not 
open to the danger of leakage, which is 
common of the packed stem type of 
valve. The tendency of the gaseous or 
liquid refrigerant to return to the com- 
pressor and cause trouble when the de- 
frosting period is cpmpleted, is avoided 
by use of the valve.—Electrical Mer- 
chandising, June, 1928. 


* * * 

















Household-Size 


Sandwich Toaster 


Fountain lunch and sandwich shop 
have so popularized the toasted sand- 
wich that it is becoming an American 
institution. To provide convenient 
preparation of this popular delicacy in 
the home, the Metal Ware Corporation, 
Two Rivers, Wis., is offering its new 
“Empire’ sandwich toaster. 

In this new toaster, both sides of the 
sandwich are toasted at once. A patented 
hinge provides for sandwiches of vary- 
ing thicknesses. The toasting time re- 
quired is about the same as for ordinary 
toasting. The toaster can also be use 
in making French toast, broiling bacon 
and for other delicacies the hostess may 
wish to provide. Intended retail price, 
ee Merchandising, June, 

928. 
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Our Platform: 
More Outlets 
and Appliances 











The Weather: 
Convention-al 











New York 


“For the Man at the Sales Front” 


June, 1928 





A.L.E.A. Convention 
And Exhibit June 11-16 





Illuminating Glassware Guild Holds 
Joint Session 


CHICAGO, ILL.—The tentative 
program of the joint Artistic Light- 
ing Equipment Association and 
Illuminating Glassware Guild con- 
vention is as follows. General ses- 
sions will be held in the grand ball- 
room of the Hotel Sherman; most 
group meetings in Room C, Bal 
Tabarin. 


Monday—June 11th 


12:30 pm.—Luncheon— Official 
Opening of Exhibition 
—Hotel Sherman. 

Opening Words of Greet- 
ing—John Timothy 
Stone, pastor of the 
Fourth Presbyterian 
Church. 

Welcome to Chicago— 
William Hale Thomp- 
son, Mayor of the City 
of Chicago. 

Address — William R. 
Dawes, President of 
Chicago Association 
of Commerce; Presi- 
dent of Central Trust 





0. 
Welcome to Delegates— 
George ae Klein, 
President A.L.E.A. 
Official Opening—Gran- 
ville P. Rogers, Man- 
aging Director. 
7:30 p.m.—Board of Directors— 
Room No. A—Bal 
Tabarin. 
Exhibition Hours 
1:30 p.m. to 9:00 p.m. 
Tuesday—June 12th 


10:00 a.m.—Stamping and _ Parts 
Mfrs. Group. 
3:30 p.m.—Exterior Lighting and 
Lantern Group A.L. 
5:00 p.m.—Floor and Table Lamp 
Mfrs. Group. (Floor 
and table lamp manu- 
facturers invited.) 
Exhibition Hours 
9:30 a.m. to 9:30 p.m. 


Wednesday—June 18th 


9:30 a.m.—General Session (every- 
one welcome). 
(Exhibit will be entirely 
closed during this ses- 
sion.) 

11:00 a.m.— Distributors Section. 
For representatives of 
jobbers, light and 
power companies 
(members only). 

2:00 p.m.—Independent Electrical 
Supply Jobbers. 


4:30 p.m.—Dealers Section A.L. 
E.A. (members only). 

1:30 p.m.—Banquet (ladies invited) 
under the direction of 
the Chicago Manufac- 
turers, Jobbers, Deal- 
ers, Commonwealth- 
Edison Company and 
Chicago Electric As- 
sociation. 

Exhibition Hours 
12:00 Noon to 6:30 p.m. 


Thursday—June 14th 
10:00 a.m.—Illuminating Glassware 


Electrical M erchandising, June, 1928 




















Copeland’s New Head 


George W. Mason has been elected 
president of Copeland Products, 
Inc., succeeding William R. Wilson, 
who becomes chairman of _ the 
board. Mr. Mason is the company’s 
former vice-president and general 
manager. Copeland shipments for 
the first quarter of 1928 are 45 per 
cent ahead of last year. 





Guild. (Room number 
to be announced at 
Registration Booth.) 
10:00 a.m.—A.L.E.A. Manufacturers 
Selling through Job- 
bers. (Open to mem- 
bers only.) 
1:00 pm.—Noon Luncheon and 
meeting of Dealers 
(everybody welcome). 
Grand Ball Room, 
Hotel Sherman. 
Exhibition Hours 
9:30 a.m. to 10:00 p.m. 


Friday—June 15th 


From 9:39 a.m. to 10:00 
p.m. the Exhibition 
will be open to the 
public. 


Saturday—June 16th 


Exhibition Hours 
9:30 a.m. to 1:00 p.m. 


Dewey Now Guides 
Cincinnati Utility’s 
Appliance Sales 





Appointed General Sales Manager 
of Union Gas & Electric 


CINCINNATI, OHIO.—H. C. 
Blackwell, president and general 
manager of the Union Gas & Elec- 
tric Company, has appointed F. S. 
Dewey of Kansas City, general 
sales manager of the company and 
associated Columbia Gas & Electric 
Companies in the Cincinnati district. 

Dewey has had wide experience 
in the public utility field and was 
vice-president of the Kansas City 
Power & Light Company. 








Refrigerator Men 
Discuss Plans for 


N.E.M-A. Council 


Meeting Held at Invitation of 
N.E.M.A. 








DETROIT, MICH. — Commer- 
cial officials of the leading manu- 
facturers of electric refrigerators 
held a meeting at the Detroit 
Athletic Club recently to discuss 
the advisability of perfecting an 
organization to promote their com- 
mon interests. 

There were present representa- 
tives of the Kelvinator, General 
Electric, Servel, Copeland, Climax, 
Norge, Dole, Peerless, Zerozone, 
General Necessities, Cleveland Ice- 
less Cooler and Ice Master com- 
panies. The meeting was held at 
the invitation of A. E. Waller, 
managing director of the National 
Electrical Manufacturers’ Associa- 
tion, to consider the advisability of 
forming a refrigerator section of 
the Appliance Division of the 
N.E.M.A. rather than organizing a 
small independent association. 


I. W. Day Heads New England 
N.E.L.A. 


BOSTON, MASS.—At a meet- 
ing of the New England Division 
of the National Electric Light 
Association held here during April, 
I. W. Day, well known utility man, 
was elected president. He is a 
vice-president and director of the 
Connecticut Electric Service Com- 
pany. 

















~~ 


New Job For Dewey 


F. S. Dewey, former vice-president 
of the Kansas City Power & Light 
Company, has been shifted to Cin- 
cinnati, where he takes over the 
position of general sales manager, 
Union Gas & Electric Company and 
its associated Columbia Gas & Elec- 
tric Companies. 





“Teamwork” Theme of 
16th Annual Chamber 
of Commerce Meeting 





Pack, Norton, Sloan, Mehren 
and Brown Speak 





WASHINGTON, D. C.—At the 
sixteenth annual meeting of the 
Chamber of Commerce of the 
United States, held in Washington, 
May 7 to 11, several addresses of 
special interest to the electrical in- 
dustry in general were delivered. 
R. F. Pack, vice-president and gen- 
eral manager, Northern States 
Power Company and president of 
the National Electric Light Asso- 
ciation, spoke on teamwork and 
group management. M. S. Sloan, 
president of the Brooklyn Edison 
Company, told of the conditions and 
trends in the development of for- 
ests, minerals and water, stressing 
some of the social aspects of 
natural resources. R. E. Norton, 
vice-president of C. H. Geist Se- 
curities Corporation of Philadel- 
phia, traced the struggle of the 
power industry in raising money 
for development purposes in years 
prior to 1920 and how there has 
since been an enormous growth in 
fixed capital in the electric public 
utility industry, made possible by a 
change to enthusiasm on the part of 
the investor because of his belief in 
the integrity and future of the busi- 
ness. 

At a luncheon meeting of the 
manufacturing group, E. J. Mehren, 
vice-president of the McGraw-Hill 
Publishing Company, publishers of 
Electrical Merchandising, in an 
address, “Teamwork for Profits in 
a Buyers’ Market,” proposed that 
the craze for volume business be 
supplanted by a reasonable passion 
for profits and that buyers’ prof- 
iteering with its accompanying 
price cowardice be eliminated in 
the American, marketing process. 
Donaldson Brown, vice-president of 
the General Motors Corporation 
outlined the methods of forecasting 
and planning sales in use by the 
General Motors Corporation. 


Eaton V.P. of Middle-West 


CHICAGO, ILL.—Chester J. 
Eaton, for the past nine years com- 
mercial manager of the Middle- 
West Utilities Company, has been 
elected vice-president in charge of 
merchandising and sales. Mr Eaton 
has been prominently identified 
with the activities of the Commer- 
cial National Section, N.E.L.A. 
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Copeland Subsidiary to| 
Produce Absorption 
Type Refrigerators 





Silica Gel Process Adopted for All 
Commercial and Some Domes- 
tic Units 





DETROIT, MICH.—The Cope- 


land Silica Gel Corporation has 
been formed in Detroit, for the 
manufacture of absorption type 


refrigerators, both commercial and 
domestic units, under the direction 
of Copeland Products, Inc. The 
new units, which will be produced 
in a new building adjoining the 
Copeland plant, employ either elec- 
tricity or ‘gas as a heat source and 
do not contain moving parts. 

According to William R. Wilson, 
chairman of the Copeland board, 
the company made a contract some 
time ago with the Silica Gel Cor- 
poration of Baltimore, Md., a sub- 
sidiary of the Davison Chemical 
Company, and this contract has 
now been turned over to the new 
Copeland Silica Gel Corporation. 
The present management and gen- 
eral organization of © Copeland 
Products will be utilized in the new 
plant. 





Symonds Heads Chicago 


Electric Association 





Succeeds N. G. Harvey 





CHICAGO, ILL.—The Electric 
Association has appointed N. G. 
Symonds, district manager of the 
Westinghouse Electric and Manu- 
facturing Company, president of 
the association succeeding N. 
Harvey, who has tended his resig- 
nation both as a director of the 
jobbers’ group and as president. 

Mr. Harvey is leaving for Cali- 
fornia where he intends to spend 
the greater portion of his time. 

















Whoope-e-e! 


Behind the grin, between the fish, 
is Ralph H. Jones, the Scott & Fet- 
zer Company’s new sales manager. 
Ralph occasionally deserts’ the 
Vacuette cleaner factory and sneaks 
over to Rice Lake, Ontario, for a 
session with rod’and reel. What 
beauts these two bass are. Now 
we know that spring is here! 




















“Gimme Air—” 


“Fresh air—that’s the stuff!’ says 
Bob Marandeau, vice-president and 


g.m. of The Air-O-Lator Corpora- 
tion. ‘Inhale it in the open—‘air- 
o-late’ it into your kitchen—but 
get it.” Bob practices what he 
preaches and spends a lot of time 
out of doors. Here he is on a 
friend’s country estate. (Note: He 


is not looking for his ball in the 


rough. ) 





Farewell Party for 
N. G. Harvey 


Prominent Chicago Jobber to Re- 
side Permanently in California 








CHICAGO, ILL.—Friends of 
N. G. Harvey, who has just re- 
signed as president of the Illinois 
Electrical Supply Company to es- 
tablish permanent residence in Cali- 
fornia, “threw” a farewell party at 
the Union League Club on April 
30th. Twenty-three “old time” 
friends of the prominent jobber at- 
tended. They were: 

Franklin Overbagh, Overbagh- 
Ayres; W. W. Low, Electric 
Appliance Company (who _ inci- 
dentally arranged the luncheon and 
officiated as toastmaster); T. H. 
Bibber, Triangle Conduit Com- 
pany; L. K. Cushing, Illinois Elec- 
tric Supply Company; W. R. 
Pinkard, Westinghouse Electric & 
Manufacturing Co.; W. N. Mat- 
thews, W. N. Matthews & Bro.; 
E. N. Scribner; A. A. Gray, 
A. A. Gray & Co.; C. J. Litscher, 
C. J. Litscher Electric Co.; 
J. A. Duncan, Illinois Electric 
Supply Co.; T. M. Brooks, Illinois 
Electric Supply Co.; W. A. Stacey, 
Bryant Electric Co. ; Wm. Doherty- 
Hafner Co.; W. P. Hoagland, 
Graybar Electric Co.; F. F. Skeel, 
Crouse-Hinds Co.; A. J. McGov- 
ern, Manhattan Electric Supply 
Co.; George C. Richards, Geo. 
Richards Co.; J. H. Gleason, Gray- 
bar Electric Co.; M. L. Spaulding, 
Trumbull Electric Mfg. Co.; Mar- 
tin J. Wolf, Electric Appliance 
Co.; J. M. Spangler, National Car- 
bon Co. 


U. S. Electric 
Refrigerator Exports 
$3,684,981 in 1927 


Australia $587,437 Buyer 


WASHINGTON, D. C—Re- 
markable increase was shown in 
shipments of American electrical 
refrigerators to foreign countries 
last year, according to an announce- 
ment made by the Electrical Divi- 
sion, Department of Commerce. 
Refrigerators of less than one ton 
capacity showed a total export 
value of $3,684,981 during 1927 
compared with $1,443,732 in 1926. 

By far the largest market for 
small refrigerators exists in the 
North Temperate Zone. In 1927 
countries in this group took $1,682,- 
408 worth of equipment, more than 
one-third of the world’s total. The 
United Kingdom lead with $419,368. 
U. S. export to the South Tem- 
perate Zone last year was valued at 
$911,209, of which Australia pur- 
chased equipment valued at $587,437, 
our largest single export customer. 
The value of semi-tropical exports 
was $426,901, of which 40 per cent 
went to British South Africa and 
18 per cent to Mexico. 

Australian imports of American 
apparatus are shown in detail on 
page 145. 











Four Eureka Promotions 





New Branch Managers at Buffalo, 
Pittsburgh, Denver, Ft. Worth 





DETROIT, MICH.—Ray Icelow 
has been appointed manager of the 
Eureka Vacuum Cleaner Company’s 
Buffalo office. H. L. Hergett takes 
over the Pittsburgh branch; H. R. 
Morrill is to manage Ft. Worth, 
and C. L. Morron will take over 
the office at Denver. Icelow has 
been with Eureka since 1922; Her- 
gett since 1924; Morrill since 1922, 
and Morron since 1924. 





66 
Double 
the Burners 
> > 9? 
in ’28 
BLOOMINGTON, ILL. 
—'Sales of oil burners in the 
United States in 1928 will 
reach 150,000 units, repre- 
senting $100,000,000 retail 
business, or double that of 
1927,” says C. U. Williams, 
president of the Williams 
Oil-O-Matic Heating Corpo- 
ration, judging from the 
company’s own business. 
Mr. Williams says that 

dealers are selling a consid- 
erable number of burners to 
people who are remodeling 
their homes and that this 
business offsets loss of new 
business in districts suffering 
from a lull in construction. 








U.S. Has 
2,500,000 A part- 
ment Homes 


CLEVELAND, OHIO.— 
There are 2,500,000 apart- 
ment homes in the United 
States which are prospects 
for electric refrigeration, 
says J. J. Donovan, apart- 
ment house specialist for the 
General Electric Company’s 
electric refrigeration depart- 
ment. He continues: 

“New construction of 
apartment buildings each 
year has averaged in the last 
five years over 250,000 suites 
per year. Over $1,000,000,000 
has been expended for new 
apartment buildings last year 
which is more than has been 
spent for individual homes 
during the same period.” 























“Spirit of Georgia 


Power” Over Rome 





’Round the World Flight Campaign 
Putting Over Southern Utility’s 
$500,000 Refrigeration Drive 





ATLANTA, GA.—In the Geor- 
gia Power Company’s latest refrig- 
eration campaign, in which it is 
planned to sell $500,000 worth oi 
G. E. electric refrigerators, each 
branch office is piloting a “plane,” 
the results of a ’round the world 
race for quota being noted at the 
Atlanta office. Thus Inman Park’s 
“Spirit of Inman Park” is hover- 
ing over Honolulu, preparatory to 
making the return hop to the states 
with three-quarters of its trip com- 
pleted. Swainsboro’s plane has 
been reported at Madrid and the 
company’s entry, moving according 
to total district sales, is at Rome. 
Old man quota is riding the air in 
a dirigible. 

On May 14th total sales had 
reached 25 per cent of quota in the 
first five days of selling. The 
campaign runs from May lst to 


June 30th. 


Kelvinator Moves in “Chi” 


CHICAGO, ILL.—The Kelvina- 
tor Sales Corporation, formerly at 
565 West Washington Boulevard is 
now located in Suite 1108, De Paul 
Building, 64 East Lake Street. 


Rol-Iron Division for 


Splitdorf 
Roy W. Foley in Charge 


NEWARK, N. J.—The Split- 
dorf-Bethlehem Electrical (om- 
pany announces formation of 4 
new division to be known as_the 
Splitdorf Rol-Iron Company. T's 
division will be engaged in the 
manufacture and sale of the Rol- 
Iron, an all-electric ironing m- 
chine, under the direction ot Ray 
W. Foley, who has been appointed 
general manager. The factory and 
executive offices will be located at 
2119 Lyman Place, Detroit, Mich. 
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“Check Sales and Use of 
Sub-Standard Equip- 


ment and Appliances,” 


Says Trade Board 


Special Committee of New York 
Group Will Take Steps to 
Correct Condition 








NEW YORK, N. Y.—The Elec- 
trical Board of Trade’s_ special 
committee on substandard appli- 
ances and material met in New 
York recently and adopted the fol- 
lowing resolutions : 

“First—That we indorse and sup- 
port so far as possible the efforts 
now being made by the National 
Electrical Manufacturers’ Associa- 
tion to develop national standards 
for electrical materials and devices 
through the Underwriters’ Labora- 
tories in co-operation with electri- 
cal manufacturers and others and 
the approval of these standards by 
the American Engineering Stand- 
ards Committee. 

“Second—That subscriptions be 
solicited from all interested parties 
in sufficient amount to employ a 
Field Inspector to operate through- 
out the Metropolitan District, 
whose duty it shall be to inspect 
all stocks of electrical devices and 
materials exposed for sale and in- 
tended for use within this territory, 
and that his findings shall be re- 
ported to the Supervising Engineer 
of the New York Board. 

“Third—It having been reported 
that there are several thousands of 
buildings in New York City con- 
taining defective electrical equip- 
ments, many of which constitute a 
serious menace to both life and 
property, it is recommended that 
the matter be referred to the Elec- 
trical Board of Trade with the sug- 
gestion that they secure the appoint- 
ment of a number of inspectors by 
the Department of Water Supply, 
Gas & Electricity to actively engage 
in the reinspection of these installa- 
tions and secure necessary correc- 
tions.” 

A similar resolution was recently 


signed by Boston, Massachusetts, 
contractors. 




















On His Own 


Cc, Wendel Muench, who used to be 
sales manager for George Richards 
and Company of Chicago has set 
up in his own business as an adver- 
tising and research man. Muench 
recently made a comprehensive 
study of the jobbing business and 
wrote a thesis on the subject for 
Northwestern University. 





Rochester Utility’s Ap- 
pliance Sales ’27 


New Domestic Business Added 
4,500 Kw. to Lines 


ROCHESTER, N. Y. — The 
Rochester Gas and Electric Com- 
pany’s year book reports the sale of 
domestic electrical appliances in 
1927 as follows: 

1,000 toasters 
4,303 irons 
232,300 incandescent lamps 
1,000 waffle irons 
600 washers 

The total rated load added by 
electrical appliances sold is esti- 
mated at 4,500 kw. at maximum 
usage. 


Troy New G. E. Dep’t Mgr. 

SCHENECTADY, N. Y. 
Matthew O. Troy has been ap- 
pointed manager of the central- 
station department of the General 
Electric Company. 





Electrical Conventions on the Calendar 


Artistie Lightin 
Equip. iva. “ 
Ass’n. of Electra- 
gists, Int. 
amp Coopera 
tion VIII. 
Canadian Elect’! 
Biectui 
ect’l Suppl 
Jobbers pi ad 
Nat’l Elect. Light 
Ass'n, 


With Exhibits 
With Exhibits 
(S.E.D.) 


Annual Meeting 


Annual Meeting 
Northwest Div. 
North Central Div. 
Middle West Div. 
Pac. Coast Div. 


rie boa Div. 
IE Michigan Section 
ey ta Credit 30th Annual Meet- 
Nat’l Elect. Manu- ; 
fact’rs Ass'n. u- Annual Meeting 
Pac. Coast Div. 
Policies Div. 


N. Y. State Ass’n. 

pop i 

S and Dealers 

Pub. Utilities Adv. 
Ass°n, 

Radio Manufact’rs 
Ass'n. 


Annual Meeting 


Pac. Coast Div. and 
Int. Adv. Exp. 
With Exhibits 


Hotel Sherman, Chicago June 11-16 

Hotel Stevens, Chicago August 6-11 

Ass’n. Island, Henderson August 2- 7 
Harbor, N. Y. 

S. SS. Richelieu from June 20-23 
Montreal 

Hot Springs, Va. June 4+- 8 

Atlantic City, N. J. June 4 8 

Portland, Ore. June 19-22 

Breezy Point, Minn. June 15-16 

St. Louis, Mo. May 9-14 

Hotel Huntington, Pasa- June 12-15 
dena 

Cedar Point, O. July 10-13 

Mackinac I., Mich. July 5- 7 

Mount Pleasant House, July 16-17 
Bretton Woods, N. H. 

Hot Springs, Va. June 11-15 

Los Angeles, Cal. June 12-15 

Ass’n Island, Henderson Aug. 29-Sept. | 
Harbor, N. Y. 

Hotel Sagamore, Roches- June 11-12 
ter; N. Y 

Los Angeles, Cal. June 12-15 

Detroit, Mich. July 8-12 

Stevens Hotel, Chicago June 11-15 





Australian Appliance 
Market Rapidly 
Developing 





Many Retailers Have Adopted 
American Merchandising Meth- 
ods with House-to-House 
Men Demonstrators, 
Direct-Mail 





WASHINGTON, D. C.—“The 
market for electrical household 
equipment in Australia has devel- 
oped rapidly in the last few years, 
and coincident with this expansion 
competition has become extremely 
keen in some lines,” the Department 
of Commerce is advised by assist- 
ant trade commissioner H. R. 
Buckley, at Sydney. Local manu- 
facture in some of these products 
is making considerable headway 
and while it has not yet had any 
appreciable effect on imports, in the 
opinion of the trade, it will not be 
long before it will constitute rather 
strong competition. 

The market for vacuum cleaners 
has progressed more rapidly than 
any other appliance, with the pos- 
sible exception of heating devices. 
The most successful firms have 
house-to-house men, demonstrators 
in leading department stores, serv- 
ice departments, direct mail pro- 
grams and financing plans to offer 
customers. American made clean- 
ers are popular, though a machine 
of Swedish manufacture is achiev- 
ing great popularity. Several ap- 
pliances of German origin are being 
sold at extremely low prices. There 
is no import duty on cleaners. 

Electric heaters are in practically 
every home, office building and 
hotel supplied with electric current 
as the climate is mild and few 
buildings centrally heated. Local 
manufacturers have secured wide 
distribution at a price which handi- 
caps import on which ad valorem 
duty is 40 per cent. 

Australia is third in importance 
to the American manufacturer of 
washers as an export customer. 
This despite the fact that washers 
are still considered a luxury 
£92,499 worth of washers entered 
the country in 1927. Mr. Buckley 
says, “A machine of moderate price 
should find a good market in Aus- 
tralia with the he'n of a lively 
advertising and selline campaien.” 
Troners are almost entirely sold in 
coniunction with washers. Euro- 
pean competition for the American 
electric iron manufacturer has been 
slight. One American firm, because 
of extensive advertising, has made 
its product a household word. 

Dish-washers have been sold in 
limited number to hotels and res- 
taurants, etc. High import dutv 
has materially affected the sale of 
these appliances. Those in use are 
principally American. Toasters are 
in much greater demand than per- 
colators as Australia is a_ tea- 
drinking country. Lively competi- 
tion from local manufacturers is 
exnected in this field shortly. 

Various power projects either in 
course of construction or contem- 
plated in the near future indicate 
an expansion of the Australian 
market for electrical household ap- 


| phiances. 








“May Start Remodelling 
Move Here,” Says 
Omaha Newspaper Man 


Atlantic City and Kansas City 
Also Active 


CHICAGO, ILL.—The follow- 
ing reports, indicating the interest 
of building interests in the Home 
Remodeling Movement recently 
launched nationally under the gen- 
eral guidance of the National Build- 
ings Industries have been received 
by George E. Piper, secretary : 

From F. I. Archibald, advertis- 
ing director of the World-Herald, 
Omaha, Neb., “Would appreciate 
receiving full information concern- 
ing movement as we believe there 
is a strong possibility of develop- 
ment along this line in Omaha.” 

From A. W. Dickson, executive 
manager of the Master Builders’ 
Bureau of the Atlantic City Cham- 
ber of Commerce, Atlantic City, 
N. J., “We have in mind putting on 
a home modernizing program in 
Atlantic City. Our Bureau has 
already used several page ads. 
However, we wish to broaden the 
campaign and make it much more 
comprehensive, and wish to secure 
all the details and suggestions we 
can from you.” 

The Kansas City chapter of Ar- 
chitects has invited George A. 
Housten, manager of lumber sales 
for the Long Bell Lumber Com- 
pany to outline for them a local 
modernizing program. 


“The Spectrum” Makes Its Bow 

CHICAGO, ILL.—We welcome 
to the fold of association periodi- 
cals, “The Spectrum,” published for 
the members of the Electric Asso- 
ciation. S. W. Lusted of the asso- 
ciation executive staff will edit this 
9x11 sheet for members interested 
in lighting and all its phases in the 
Greater Chicago district.” 


Bound to Rise 




















A. C. Smith, who used to be field 
| supervisor for the Easy House- 
| keeping Shop of Los Angeles, is the 
| new Easy washer sales manager for 
| Oregon and northern California. 
| We notice that Smith is holding 
| down his Buick with his foot. 
Maybe it has “balloon” tires! 
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A Good Sign for Electrical Contractors 
More Weddings— more Homes 


more Homes—more Wiring 
more Wiring—more Profit 





moearns Say Electrical 
Contractors who use 
these quality wiring 
materials to do the 
best job in the short- 
est possible time. 
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Rubber-Covered Wire 
and Flexible Cords 


DURAFLEX 


The Safe Armored Cable 
and Flexible 
Steel Conduit 


DURACORD 


The heavy-duty 
Portable Cord Order Durabilt Products 
by name from your Jobber 


Pitomtad * A a @ 
DURAX . ? oP o 


Sar 


The Non-Metallic 


Sheathed Cable 5 
of Known Quality 
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Show window, counter, mail advertising and specialty 
aids offered to help the dealer get more business 


Getting Fan Campaigns 
Started 


Beauty, Power and Silence, animated by 
the great seabird, is the theme of the win- 
dow displays and counter cards furnished 
to dealers for coming fan campaigns by the 
Westinghouse Electric & Manufacturing 
Company, Mansfield, Ohio. 

For the back wall of the store window, 
the corrugated material so popular last year 
is again available this year, in brand new 
designs. This display, brilliantly litho- 
graphed in four colors, is available in rolls 
of any length. It is 3 ft. high. New 14 x 
18 in. cards tell the story of year-round 
use of the fan. Humorous cards, 54 in. x 
11 in., in two colors, smile-provoking car- 
toons and such messages as’ “Home with- 
out a fan is just one hot day after another.” 





Bryant House-Wiring 
Booklet 


In its new and revised edition of the 
“Home of Ideas,” the Bryant Electric Com- 
pany, Bridgeport, Conn., illustrates by 
sketches, plans and specifications a complete 
yet economical house wiring installation. 
The booklet gives the architect’s front ele- 
vation, the different floors and an attractive 
view of each room and the architect and 
contractor can secure helpful ideas from 
each page of the booklet. “We take special 
pleasure in distributing this bulletin,” says 
the company, “believing that its reading 
may help in a wider understanding of the 
Red Seal plan. 





"Omer 
yids an) ‘ 




















and silence are indeed 
i in the “gull” cut-out pic- 
» tured, one of the fan sales aids offered 
F by the Westinghouse Electric & Manu- 
y& facturing Company. 


Power, beauty 
emphasized 





ALTORFER BROTHERS COMPANY, INC., 
Peoria, Ill., is offering two new broadsides 
on the “ABC” washer. One million of 
these broadsides are being furnished to 
“ABC” dealers, the company announces. 
The broadsides are mailed out, ten days 
apart, as part of the “ABC” washing ma- 
chine campaign. 








(Dremi 
(prism 


Jumbo-Size Toy Balloons 


ae, 


Have a Balloon Day 
~to Help You Sell! 


. 
Fleating Billboards 
. 


JADA TRASSTAN SOAR FOES TOA REUSE 
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Selling the ‘““Premier Family” 


Full co-operation with its dealers is given by the Electric Vacuum Cleaner Com- 


pany, Inc., Cleveland, Ohio, in putting across the new “Premier Family,” 


now includes a cleaner for every purse. 


which 


The company’s sales plan and illustra- 


tions of the various printed matter available are contained in a large portfolio. 
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How Hoover Helps Its 
Dealers 


In a new advertising bulletin, No. 89, the 
Hoover Company, North Canton, Ohio, 
lists the very comprehensive line of sales 
aids offered to help its dealers sell more 
Hoovers. 

A window display contest is announced, 
to close September 1. New dealer helps 
are the “D. P. M.” folder—‘“Dirt Per 
Minute”—tying in with the Hoover na- 
tional advertising theme; three envelope 
size stickers, also furnished ungummed for 
ordinary inclosure; four new “D. P. M.” 
display pieces; a combination window and 
street car card; a streamer; a one-sheet 
poster and a large window card; a series 
of three summer sales letters; a display 
card featuring the new floor polishing at- 
tachments; a new woman cut-out, 5 ft. 2 
in. high and so constructed that it can be 
used for displaying either the cleaner or the 
dusting tools; ten-piece display set for a 
complete “D.P.M.” window display; a set 
of movie slides; and a series of newspaper 
advertisements, available in matrix or 
stereotyped form. This material is furn- 
ished free, and such pieces as require deal- 
ers signatures will be imprinted free. The 
1929 calendars are also ready and a new 
merchandise envelope will be furnished 
dealers at low cost. 





Beardsley & Wolcott 
Merchandising Plan 


The Beardsley & Wolcott Manufacturing 
Company, Waterbury, Conn., the organiza- 
tion resulting from the merger of the Frank 
E. Wolcott Company of Hartford and the 
3eardsley Manufacturing Company of 
Waterbury, Conn., is announcing a new 
merchandise plan which calls for the 
closest co-operation with the jobber and 
dealer. A part of this plan is the intro- 
duction of territorial merchandise managers 
in each territory, whose business it is to 
sell a certain amount of the jobbers’ stock ’ 
and work with the jobbers’ salesmen a num- 
ber of days each month. These men are 
also equipped to teach the dealer merchan- 
dising methods whereby the dealer can 
secure the maximum profit from his ap- 
pliance department. The plan is backed by 
national and trade paper advertising and 
local newspaper campaigns. New window 
displays, a series of dealer helps, merchan- 
dising bulletins and a Merchandising Re- 
search Bureau are all part of the co-oper- 
ation which the company is extending, its 
dealers. 





“THe VOGUE OF THE PorTABLE FiRe- 
PLACE” is the title of the new catalog 
issued by H. A. Bame, U. S. Agent for 
Berry’s Ltd., 101 Park Avenue, New York 
City. This new catalog illustrates the 
beautiful new models of portable “Bame” 
mantels and “Magicoal” fires offered for 
use in homes where a permanent fireplace 
is not feasible or possible. 
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KILOWATTS 


By Florence R. Clauss 


, NHE kitchen is becoming socially important. No 
longer do we urge the housewife to “come out of 
the kitchen.” She is now inviting her guests to 

come into it. 

The first big reason for this is electricity. 
in the kitchen have replaced the cook. 

The majority of women have had to dispense with 
maids. And when the maid left the kitchen and the 
housewife came into it, the demand for better, brighter 
kitchens came with her. The kitchen lighting unit threw 
its searching beams into hitherto dark corners and white 
paint and tile and enamel came into increased demand. 
Kitchens were reduced in size to save steps. Breakfast 
nooks and bird cages, bright curtains and shining perco- 
lators brought the family in for one meal a day. The 
electric range eliminated smoke and fumes, keeping the 
walls spotless. The electric refrigerator barred out the 
iceman and tracked-over linoleum. The dishwasher 
handled the problem of soiled dishes and slopping dish- 
pans. But, with all its spotlessness and efficiency, the 
white kitchen had no more charm than a hospital. 

Then along came color. 

Less than a year ago a few big city department stores 
opened a drive to increase the sale of housefurnishings 
by inducing manufacturers to make them in bright colors. 
These stores advertised color in the kitchen; windows 
were filled with rainbow-tinted pots and pans. Tables, 
bright as flower gardens with this merchandise, drew 
crowds to basement departments. And the crowds 
bought and told their friends. Women discovered that 
they had always wanted tea kettles of bright red and 
pudding pans of vivid blue. And color spread to the 
larger equipment: ranges, cabinets, refrigerators, plumb- 
ing. The kitchen has hecome a room which the family 
enjoy and are proud of. Color has added cheerfulness 
to cleanliness. It has given a social importance to the 
kitchen. 


Kilowatts 


LL of which is good for the electrical business. For, 

if color adds pride of possession to the range, the 
refrigerator and other appliances, it means more use. 
And more use means more satisfaction and more sales 
and more kilowatt hours. 

Among manufacturers and jobbers there has been a 
certain measure of discontent with this color movement. 
The claim is that house furnishings in color have not 
added to the total business in this class of merchandise. 
It has increased business in certain lines at the expense 
of others and has added to the jobber’s stock and in- 
creased the dealer’s inventory. 

This attitude, we believe, is short sighted. It fails to 
take into account the fact that color in kitchen and 
laundry is a part of the urge for better living. For 
more cheerfulness and less work in the home. And that 
electrical appliances are essential to easier housework 
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and higher living standards. Whatever centers the in- 
tehest of the family in its home must be a benefit to 
the electrical dealer, manufacturer and central station as 
well. 


ANY reactions on the new color trend are ex- 

pressed by retail merchants, some favorable to the 
idea; some not. Outstanding dealers in eight states were 
recently questioned by one of Electrical Merchandising’s 
editors. With few exceptions they welcome color 
warmly, not so much because it has brought about a 
slight increase in‘sales, but because of its attention-getting 
and decorative value. Color, one dealer explained, 
enhances the gift appropriateness of the smaller electrical 
appliances. They are bought also to brighten up old 
rooms. Another dealer painted a batch of used washing 
machines in a brilliant shade of blue and disposed of 
them in record time. 

With the larger appliances, however, the situation is 
not so simple. A central station merchandise manager 
voiced this opinion: “Color has somewhat slowed up 
the selling process on ranges without increasing, save in 
isolated instances, the number of ‘hot’ leads. In other 
words, the fact that electric ranges are made in Chinese 
red does not create additional prospects. It is now neces- 
sary for the salesman to discuss color schemes, matching 
and harmony.” 

Other comments by dealers are: “Color has changed 
the thinking of the public. When that happens, busi- 
ness is invariably stimulated. With the small appliances, 
women deliberately scrap their old equipment and buy 
the newer, colored pieces. Color, therefore, is broaden- 
ing the replacement market, something that is surely 
needed in the appliance industry.” 


HE manager of an electric refrigeration department 

for a chain of three department stores, comments 
on color: “The best thing that ever happened! We 
have had twice as many people stop and ask questions 
as formerly. For exhibition purposes, they’re ‘the 
berries.’ We haven’t had the colored refrigerators on the 
floor long enough to accurately indicate but it looks to me 
good for a 5 per cent increase in sales.” 

“Inventory,” another dealer said, “was not a factor. 
With the smaller dealer,” he explained, “it might be, 
but five additional ‘samples’ are sufficient to take care of 
our requirements. The ‘pep’ these put into our displays, 
in my judgment, is well worth the additional capital 
they tie up.” Color should not necessarily increase the 
inventory in table appliances because a fewer number 
of pieces in assorted colors look more imposing than 
twice as many of the same article all finished alike. 

To sum it all up: Color on appliances is not going to 
be a substitute for active selling methods. But it puts 
new life into them. 
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CONGRATULATIONS! 


How Are You Jixed for Lamps ? 





Entire Industry Welcomes 
NATIONAL MAZDA 


LAMP COUNTER 


Never before has any electrical display equipment aroused such instant and 
sensational enthusiasm. Congratulations on the new National Mazpa Lamp 
Counter have been pouring in from the entire industry—electrical dealers, 
hardware dealers, chain stores, wholesalers, trade journals, associations. The 
National Electric Light Association writes: 

“Tt is an unusual display piece, because it combines attractiveness of design 

with chain store utility and sales appeal. The cash register should tell a story of 

splendid return on the investment -in small space occupied by this sales getter.” 

C. E. GREENwoop, Commercial Director 

Attracts—Demonstrates—SELLS 

This new Lamp Counter attracts customers, displays lamps and sells them. It does almost 


everything but make change. It occupies only five square feet floor space, provides space 
for cartons as well as lamp display. Order your Lamp Counter now—and the table, too. 






Nv 
go 
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A PRODUCT OF 
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“Should Automatically Sell Lamps 
to a Color Blind Scotchman” 


“You are to be congratulated. This merchandiser 
should automatically sell lamps to a color-blind 
Scotchman. You can look forward to a record break- 
ing year.”’ 

Tue JoBBER’s SALESMAN 

(Henry W. Young, Managing Editor) 


“T want to congratulate you on your new lamp 
merchandiser. It seems to cover the whole story of 
merchandising on Mazpa lamps.”’ 
Isaac Sitver & Bros. Co., Inc. (David Silver) 
5-10 cent and $1.00 Stores 


“To this art of suggestive selling you have made a 
very definite contribution with your new display, 
providing open display of priced merchandise with 
the reminder that lamp sockets at home are empty.”’ 
ELEcTRICAL MERCHANDISING 
(L. E. Moffatt, Managing Editor) 


“Your new National Mazpa Lamp Counter pro- 

vides a maximum of merchandising equipment, 

using a minimum of space. The arrangement of the 

display, visible price cards, testing socket, and space 

for colored lamps offer the merchant a complete 
concentrated —_ department.”’ 
ARDWARE AGE 

(Chas. J. Heale, Managing Editor) 


§ vesinatdeinnteddak uma mmiaenai <l 


National Lamp Works of General Electric Co., i 
Nela Park, Cleveland, O. E.M.-6-28 } 

Here is my check for the following, f.o.b. I 
Coshocton, O. | 
O LAMP COUNTER (without table) $6.95 | 


O TABLE for Lamp Counter $5.00 | 

I 
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STARTLING:NEW:PATENTED:NON-COMPETITIVE 


STAR-Rite EMPRESS Waffle Iron 


The On /y 


patented heat 
indicator 


“Total Eclipse’ 


* 


HIS is the first and only waftle 
iron equipped with a heat indi- 
cator—the patented Total Eclipse. 


This Waffle Iron eliminates all guess- 
work, embarrassments and mistakes. 
It’s the only iron that tells the exact 
cooking temperature. 


This new STAR-Rite Waffle Iron 
with the patented heat indicator, 
overnight revolutionizes the entire 
waffle iron industry. It’s the greatest 
advancement since waffle irons were 
first introduced. It’s the greatest 
selling opportunity in the appliance 
field today. You will sell as many 
of these new STAR-Rite Waffle Irons 
as we can supply, and our supply will 
be unequal to the demand. 


From today this is the standard of 
the waffle iron field. All other waffle 


STA] 


irons will be 
judged in 
comparison 
with this 
STAR - Rite. 
Low prices, 
freak shapes, 
odd designs will have no future bear- 
ing on waffle iron sales—every woman 
will want this new patented heat in- 
dicator feature—““Total Eclipse.” 


Every housewife will know of this 
new, modern, improved waffle iron. 
Our advertising will make the mod- 
ern woman interested only in a waffle 
iron with a heat indicator, and 
STAR-Rite is the only iron with this 
feature—the “Total Eclipse.” 


The EMPRESS model is made of 
brass throughout, finished in sparkling 








Exhibited Booths 240-242 N.E.L.A. Convention 
$15.00, In Canada $18.50. 





iron with a 


ry ; % 2 


nickel and beautifully engraved, with 
ebony Bakelite handles. This 
EMPRESS is without question the 
most beautiful waffle iron on the mar- 
ket today. 


Place your order for a sample imme- 
diately. We will send it as soon as 
possible. See this new patented prod- 
uct at the N.E.L.A. Convention, 
Booths 240-242. We urge immediate 
placing of orders for summer, fall and 
holiday requirements as the demand 
is sure to exceed production 


ELECTRICAL NECESSITIES 


The FITZGERALD MANUFACTURING ComMPANY, Torrington, Conn. 


Canadian Fitzgerald Company, 95 King Street East, Toronto, Ont. 
Pacific Coast Branch, “The Better to Serve You in the West,” 
1211 Van Ness Avenue, San Francisco, Calif. Makers of Never-Leak Automotive Gaskets. 
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Get + Better with aGrebe 


See 
The Complete Grebe Line 


During the convention, visit the Grebe Booth, No. 400, Million Dollar Pier 
or Grebe Headquarters in the Ambassador Hotel 





You will be given a complete demonstration of the advantages 
of nineteen years of Grebe leadership in quality radio. 


EMBERS of the National Elec- 

tric Light Association, who are 
interested in the profit-possibilities ot 
radio, should remember that satisfac- 
tion for dealer and buyer extends 
much farther than tonal beauty, 
range, selectivity and ease ot 
operation. 












































Nineteen years of radio experience, 
and a slow, painstaking method of 
production, have developed the Za af 
‘Srebe Synchrophase A-C Six, an Feiss (e3 @ 
alternating current, battery-less set ; 
that has been pronounced the utmost 


in radio reception. Grebe Synchrophase 


A-C Six 
But it has done more. 
It has produced a receiver so stoutly 
made, so fool-proof in construction, 
of such carefully selected materials, 
that it reduces to a minimum the 
bother and expense of frequent ser- 
vicing after the receiver is sold. When 
you tie-up with Grebe you'll make 
those satisfactory profits which result 
from satisfied customers. 


See — hear — learn 


about the Grebe Synchro- 
phase A-C Six Radio while at 


the convention or write for 


Booklet EM. 




















SyNcHROPHASR, 


TRADE MARK REG. US. PAT. OFF. 


Grebe 
Natural 
Speaker 






A. H. Grebe © Co., Inc., 109 West 57th Street, N. Y.C. 


Factory: Richmond Hill, N.Y. Western Branch: 448 S. San Pedro St., Los Angeles, Cal. 
Makers of quality radio since 1909 
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HE results prove it! Measured anyway 

you look at it: by dealer and consumer 
acceptance, by response to advertising and by 
the performance of the machine itself, the 
Savage Health Motor is an outstanding success! 
If you are not cashing in on this 
biggest merchandising hit of the 
year, you are overlooking very 
tangible present and _ future 
profits! 


The Savage Health Motor, 


Price $122.50 


SAVAGE 
HEATH Moror 


Exerciser and Reducer 


Patents applied for by J. G. 


MERCHANDISING Vol.39, No.6 


exerciser and reducer meets the wants of every- 
one who is fastidious about their health 
and appearance—and of the retailer who is 
eager to capitalize the trend of the 
times toward desirable vibratory mechanical 
massage machines. 


Health Motor is the only com- 
pact, portable, good looking low 
priced exerciser nationally ad- 
vertised and sold exclusively 
through retailers. 

(West of Mississippi and abroad, price slightly higher) 


De Remer 


See the Savage Health Motor at Space 209 
N.E.L.A. Convention, Atlantic City, June 4-10 


Savage Products Distributing Corp. 


Dept. M, Utica, N. Y. 


A Product of Send me at once details 
SavacE Arms CorporaTION 


UTICA, N. Y. 


Name 


Street 


about the Health 


Distributed by 
SAVAGE PropuUcTs 
DIsTRIBUTING Corp. 
Dept. M, UTICA, N. Y. 


Motor: 
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HE electrically operated domestic 

water system is so strong an ally 

of the central station in the pro- 
jection of rural high lines that no plan 
for the development of rural electrifica- 
tion can be considered thorough or com- 
plete without it. 


Recognizing the fact that the domestic 
water system, which provides water under 
pressure, is instrumental more than any 
other electric appliance in creating a de- 
sire for current, many of the nation’s 
leading power companies have added the 
electric water system to their line of ap- 
pliances and are turning their attention 
to the aggressive merchandising of this 
labor saving device. 


Every power company is awake to the 
enormous untouched power market exist- 
ing in rural America. Rural residents 
are likewise awake to the comfort, con- 
venience and better 
made possible by electricity. There is no 
longer any reason why the rural resi- 


EU LECTRI 






dent should be denied the necessary con- 


living standards - 


CAL MERCHANDISING 





_.. The Principal * 
Reason Sor Current 


.WATER UNDER 
PRESSUR 













veniences provided by running water, 
electric illumination, and many other elec- 
trical appliances which the city resident 
takes for granted. 


The suburban or rural resident, before 
he demands the luxuries, will insist upon 
basic necessities and first of all upon the 
greatest of these—running water. He 
wants running water, not only to elimi- 
nate the drudgery of pumping and ecarry- 
ing water and to lighten immeasurably 
the farm wife’s work and the farmer’s 
chores, as well as provide city standards 
of sanitation, but also to increase his 
efficiency and his income from the farm. 
To do this he must speed up production, 
eliminate all waste or lost motion, and 
devote his time and effort only «<o work 
which cannot be accomplished through 
electrical or mechanical appliances. 


It is for these necessities requiring elec- 
tric current that he will share the cost 
of extending high lines to his door. Not 
only will the private water system open 
up to you this rich rural market (repre- 
senting over 50% of Amevican homes), 
but it will make the new consumers sub- 
stantial consumers at the outset. The 
automatic electric water system is a con- 








stant user of current and is not subject 
to the whims or habits of the user. 


After the basic necessities have been sup- 
plied, the farmer will increase his use of 
current by the purchase of many less im- 
portant labor saving appliances and will 
open his eyes to countless profitable uses 
of electricity which he never before 
realized. 


Thus, the automatic electric water sys- 
tem is the power companies’ biggest 
potential salesman and companies which 
are recognizing this fact and are pro- 
moting its sale are enjoying these ad- 
vantages: 


1. Rapidly increasing a desire for current 
in the territory which they serve. 

. Increasing current consumption. 

. Profit from the sale of water systems— 

. Profit from the resulting sales of other 
electrical appliances. 


He Co do 


A DAYTON water system mounted for demon- 
stration in your salesroom will pay big divi- 
dends. Let us tell you how easy it is to 
merchandise DAYTON water systems and the 
many reasons why they are being so success- 
fully handled today by many of the large 
power companies throughout the country. 
Write us today for full information. 


THE DAYTON PUMP & 
MANUFACTURING CO. 


Dayton, Ohio 











Shown above is DAYTON Unisystem 
No. 25, an efficient, economical outfit 
for small and medium sized homes. 
Has a_ 30 gallon galvanized tank 
mounted on neat base. Capacity 200 
gallons per hour. This model is but 
one of a complete line for any require- 
ment, 








This is DAYTON Water System No. 


600, for large homes, farms, ete., 
where water is used in large amounts 
or where it is desired for fire protec- 
tion. This model has a pumping 
capacity of from 500 to 1.000 gallons 
per hour at a pressure of 40 to 90 lbs. 
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, OME SWEET HOME”, on ironing 

day back in 1885, was not so “sweet”. 
The sizzling heat that radiated from the kitchen 
stove contributed warmth to the old sad-irons, 
but added nothing to the coolness of temper, 
of Mother, who did the ironing. 


chromium heating-element alloy. Chromel 
made electric heat practical, because it furnished 
heating-clements that were durable. 


Chromel is favored by Nature, inasmuch as its 
properties are equalled by 





The little padded ‘tron holder” 


We know that you, the dealer, no other alloy. Nature has 


also had the habit of sliding off | are not apt to be a purchaser revealed no substitute for the 


the handle sometimes, blister- of Chromel wire 


. But we tell nickel-chromium composition. 


ing the hand that held it. And you about Chromel, to earn} No other alloy develops 
the same uncertain heat that your confidence in devices that that tight protective coating, 
scorched the iron-holder, often ate Chromel-equipped. We which keeps out the oxygen 


scorched father's Sunday shirt. 
No wonder, they called them 


: cause (is it not 
“sad-irons”’ ! 


But in 1906, the sad-iron free merchandise. 





try also to keep you interested 
in selling heating-devices be- 


fepresent profitable, trouble- 


so effectively. In domestic 
wat aly heating devices and industrial 
heating equipment, Chromel 
delivers electric heat with 


reliability. 








began to disappear. In that 
year an invention was made which resulted 
in the development of the electric iron and all 
other electrically heated devices. This was the 
invention of Chromel, the original nickel- 


HOSKINS MANUFAC 
4445 Lawton Avenue, 


For non-technical information on Chromel ask 
for the booklet, “The Friendly Enemy”. For 
technical data, ask for Catalog-E.W. 


Chromel is FIRST, because it LASTS. 


TURING COMPANY 


Detroit, Michigan 


NEW YORK CHICAGO CLEVELAND BOSTON SAN FRANCISCO 
Grand Central Terminal Otis Bldg. Leader Bldg. Park Square Bldg. 1151 Market Street 


Canadian Representative: 
Hiram Walker and Sons Metal Products, Ltd., Walkerville, Ontario 











MEANS ELECTRIC HEAT 
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Percolator with Bakelite Molded handles, and also the handles used on this and other utensils. Made by Manning, Bowman & Co., Meriden, Conn. 


Percolator Handles of Bakelite Molded 
provide a splendid sales appeal 


OOSE, warped and _ faded 
handles on utensils used but 
a short time, were once a common 
source of customer dissatisfaction. 
Now the makers of percolators, 
and other utensils, have found that 
through the use of Bakelite 
Molded, handles provide a dis- 
tinct sales advantage. 


Handles of Bakelite Molded 
neither warp nor split. They do 
not become loose, as the metal 
fastening pins are firmly embedded 
during the molding operation. The 
handles are uniform in dimension 


and shape, so they always fit the 
utensils for which they are made. 
They also stay cool to the touch. 


Added to these advantages is the 
additional one of beauty. Bakelite 
Molded handles have permanent 
color and rich finish. The material 
lends itself to the reproduction of 
attractive and ornate designs, add- 
ing greatly to the appearance of 
the utensils on which they are used. 
When purchasing your new stock 
of percolators and other utensils, 
ask to be shown those with 
Bakelite Molded handles, and see 
what an improvement they are. 


BAKELITE CORPORATION 


247 Park Avenue, New York, N. Y. 


Chicago Office, 635 West 22nd Street 


BAKELITE CORPORATION OF CANADA, LTD., 163 Dufferin Street, Toronto, Ont. 


BAKELITE 


REGISTERED 


555355 —————————————————————————————————— 


THE MATERIAL OF 





“U. S. PAT. OFF, 








“The registered Trade Mark and Symbol shown cbove may be used only on products made from materials 
manufactured by Bakelite Corporation Under the capital “‘B"’ is the numerical sign for infinity, or unlimited 


auantity It symbolizes the 


infinite number of present and future uses of Bakelite Corporation’s products.” 
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A THOUSAND USES 
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Another Trio 
of éasy Selling Heaters 
FEATURIN yd 


NON-METALLIC “ 
HEATING ELEMENTS 








An Attractive Portable Heater 
by Crescent Appliance Corp. 
Gloucester City, N. J. 








he} 

A 600-Watt Wall Insert Heater 
by Gloco Sanitary Systems, Inc. 
Philadelphia 


‘There is a distinct appeal to Globar Equipped Domestic Heaters— 


Your customers will be sold on the cheerful, glowing warmth of the 
Globar Element—on its speed of heating —its greater radiation— 


And they will be influenced by Globar dependability—its sturdiness— 
and by the simple ease of its installation. Besides all Globar equipped 
heaters are attractive in appearance and design— 


And from an engineering viewpoint they are built to do the job of 
effective, economical heating— 


To Display Globar Equipped Heaters is to Sell Them 


A Fireplace Heater 

by Peerless Manufacturing Co. 
Globar is the registered trade name given to Louisville, Ky. 

non-metallic electrical heating and resistance 
materiais, and to other products of Globar 
Corporation, and is its exclusive property. 

















GLOBAR CORPORATION 


NIAGARA FALLS, N. Y. 
















12 ELECTRICAL MERCHANDISING Vol.39, No.6 



































June, 1928 





ELECTRICAL MERCHANDISING 





Domestic’s New Facilities for Appliance Design 
and Manufacture Effect Worthwhile Economies 


Domestic Electric’s new department 
of Appliance Manufacture was 
created to serve only where we can 
demonstrate very definite and 
worthwhile economies to Domestic 
customers through its use. 


Certain types of portable electric 
appliance are 80 to 90% motor — 
insofar as materials, labor and cost 
are concerned. In many such cases, 
Domestic can build the complete 
appliance, on order, at a distinct 
saving to the buyer through elimi- 
nation of duplicate inspection, 
handling and packing. 


Another decided advantage, when 
both appliance and motor are pro- 
duced and assembled by continuous 
manufacture in our plant, is that 
the performance of the motor is at 
all times under observation while 
it is driving the appliance under 
actual operating conditions. 


We have also established, for the 
benefit of our customers, a depart- 
ment of Appliance Design in which 
weare prepared to designappliances 
from “‘the idea” to the completed 
model—to assure highest possible 
standards of performance at lowest 
Operating costs. 


The Domestic Electric Company is, 
as always, primarily interested in 
fractional horsepower motors. 
These new facilities are simply an 
extension of our policy of operat- 
ing as a department of the businesses 
we serve, that we may help Domestic 
customers to meet more advanta- 
geously today’s highly competitive 
conditions, through economies that 
otherwise would not be available. 


We shall welcome requests for 
further information—and cordially 
invite personal inspection of our 
plant, personnel and facilities. 


THE DOMESTIC ELECTRIC COMPANY 
Cleveland, Ohio 


7209-25 St. Clair Ave. 
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The Line 
of Beauty 
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JUNIOR TABLE ~ BRIDGE 


Lamps and Shades 


Lee-Marion Co.’s guaranteed sales plan, advertising helps, sales 
suggestions and merchandise is rapidly becoming recognized 
for successfully selling portable lamps. 


The demand for portable lamps has made it possible for Lee- 
Marion Co. to develop a larger and better variety of popular 
priced lamps and shades. 


Catalogue, prices and Sales Plan 
sent on request. 








LEE-MARION CO. 


Sales Office and Show Room Cc HI C AG O ? ILL. General Office and Factory 


300 W. Adams Street 30 East 26th Street 


“Known as the fostesk twunrsver Cine un Olmenica.” 
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WAXES - automatically 


POLISHES 


SCRUBS,SANDS 
--- all kinds of floors.- - 




















Including Two Waxing Brush. 
es, Two Polishing Brushes, 
Six Buffing Pads, Twenty- 
four feet of cord with 
socket connection, and 
one-half gallon of wax. 





Just as easy to use as a vacuum 
cleaner... All metal construction 
.--light and durable...weighs only 
sixteen pounds...Universal motor 
--- Fully covered by GUARANTEE. 





Slip-on brushes (no threads) that 
revolve in opposite directions, 
stabilizing control of machine... 
Automatic trigger switch... Rub- 
ber cable cord...Rubber Bumper. 


DEALERS AND JOBBERS 


A sure money-making proposition. Sells on first demonstration because 
it fills a recognized need. Unquestionably the simplest, most efficient and 
best-looking floor finishing apparatus available. 


Send for literature, complete details regarding liberal discounts and avail- 
able territories for live distributors, giving particulars about your selling 
organization and scope of activity. 


The Craftsman Electric and Manufacturing Co. 


620 SOUTH DELAWARE AVENUE « . 


.¢ PHILADELPHIA, PA. 
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QO million cars without flashighi 


—because the right flashlight for automobile 
use has never before been supplied! © 


AAYOVAr 


ROTOMATIC 
FLASHLIGHT 


now answers every 
need of motoring! 








WENTY-THREE million 

cars and trucks in service 
today! Every one of them 
should carrya flashlight. Only 
one in ten does at present. 
More than twenty million op- 
portunities remain for the 
dealer to make a handsome 
profit through supplying this 
need! Ray-O-Vac Rotomatic— 
with the marvelous Rotomatic 
Switch—is the sort of flashlight 
car owners long have awaited! 














What the Car Owner 


What Ray-O-Vac Rotomatic 
Wants in a Flashlight: 


Gives the Car Owner: 


The Ray-O-Vac Rotomatic 
Switch is equipped with a ro- 
tary switch-guard, like the 
“safety” on a firearm —the 
light cannot light except at the 
user’s will. 


The Rotomatic Switch is thor- 
oughly insulated with Bakelite. 
Except for one small contact 
point, the switch mechanism 
is kept entirely away from the 
batteries. 


Ingenious shock-absorber con- 
struction protects the bulb in 
the Ray-O-Vac Rotomatic 
Flashlight, insures its readiness 
for action at all times. (Spare 
bulb container in base of light.) 


A switch that can’t form 
contact accidentally, even 
if crammed tightly in the 
door pocket. 


A switch that won’t cor- 
rode or short-circuit. 


bulb life, even with con- 
stant jolting and jarring. 


Even if the bulb is not screwed 
tightly in place it will light be- 
cause of a “‘floating’’ contact 
point. 


. : The durable Rotomatic Switch 
een —the ribbed barrel of great 
Durability. i 4 strength —the superior con- 
: struction in every detail —give 
the Ray-O-Vac Rotomatic un- 
equalled durability. 


FRENCH BATTERY CoO. 


Dependable operation. 


3 A light that will give long 








You get more money forthe Ray-O-Vac ROTOMATIC SWITCH—a 


Rotomatic—the car owner gladly pays 
it—so you make a bigger profit on every 
sale. National advertising in The Satur- 
day Evening Post, Country Gentleman 
and newspapers is reaching your cus- 
tomers. Order from your jobber today! 


self-contained, replaceable 
unit that fits into the flashlight 
head. It rotates—and it locks 
automatically, can be lighted 
only at the user’s will. 


Madison, Wisconsin 
Makers also of Ray-O-Vac “A”, “B”’ and 


. “C” Radio Batteries, Ray-O-Vac Flashlight 


Batteries, Ray-O-Vac Telephone Batteries 
and Ray-O-Vac Ignition Batteries. 
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; | : Get the full news about this great new line 
Bre : : and the advertising and merchandising help 
é that will back it. If the Stewart-Warner 
% franchise is open in your territory, write or 
i wire us now. It’s an opportunity to make 
2 i more money and build big permanent trade. 
y c i eceix tubes, Territories closing fast! Don’t delay! Act! 
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Model 435 | ne All-Electric 
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Stewart- = ae os A. C. Model 801 


: Same as Model 802, but witho 
Warner ’ ; $ built-on reproducer. 
Reproducer s&s £ This same style in battery 
pee a ‘e operated set, $67.50 
cone speake reveal- 


ing a new depth and 
magnificence of tone. 


Prices slightly higher west of the Rockies 
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Back of STEWART-WARNER Radio are the 
Reputation and Resources of this 
$50,000,000 Corporation 


When you handle Stewart-Warner Radio you make acceptance on the strength of its name, its quality, 
a business hook-up with the prestige of the Stewart- performance and price. Unparalleled opportunity 
Warner name; with a 22-year record of successand awaits the dealer who secures this line. 


achievement; with 18 million products in use; with We want aggressive dealers, who seek to give their 
public good will built on manufacturing quality and patrons greatest radio value; who want to win new 
merchandising service. business in the best and biggest way. Learn about 
The 1929 Stewart-Warner Radio will win ready our plans to increase your radio sales. 


Write or wire us today 


STEWART-WARNER SPEEDOMETER CORPORATION » Chicago 


22 years in business — World-wide Service — 50 million dollars in resources — 4th successful radio year 


SEE US AT THE JUNE TRADE SHOW, CHICAGO, SPACE B-46 and 47 


TEWART-~ WARNE} 


Fee | The voice of authority in radio | 
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Bosch Radio Dealers are way out ahead 
this season. New and sound merchandis- 
ing policies in the current Bosch Radio 
contract provide greater profits and ad- 
vantagesnot found in any other contract. 


te ac. it risk 


Bosch Radio Dealers this year will en- 
joy the advantages of a more flexible 
inventory investment, a wider selling 
range and a price position quite unpar- 
alleled in any other quality radio line. 


The new plans are so interesting and 
the profit opportunities so enlarged that 
the Bosch Radio contract will be the 
outstanding money maker this year. 





A request will bring you the details. 
Write the Main Office or the Branch 
nearest you today if you want to be 
counted in on our plans this season. 


Prices slightly higher west of Rockies and in Canada 


AMERICAN BOSCH MAGNETO 
CORPORATION, SPRINGFIELD, MASS. 
Branches: 
New York Chicago San Francisco 


Bosch Radio is licensed under patents and 
applications of R. C. A.—R. F. L. and 
LECTAPHONE. 
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TWATER KENT 
RADIO 








Visit the Atwater Kent booth 





at the N.E.L.A. Convention on 
Young’s Million Dollar Pier 
Atlantic City 


les Atwater Kent Manufacturing Company 
appreciates the privilege of being with you at 
this convention. You are cordially invited to 
visit us at our booth and headquarters where 
we can chat about subjects of mutual interest. 


Drop in any time. 


ATWATER KENT MANUFACTURING COMPANY 
A. Atwater Kent, President 
4708 Wissahickon Avenue Philadelphia, Pa. 


DN 
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MILLIONS 
IN USE 

MILLIONS 
TO BE. 

REPLACED 


How many will you Sell? 


As long lived as Raytheon Tubes are, they do wear out finally. 
Somebody in your city will get a good share of that business. Why not you? 


Put this attractive sales-making carton where it can be seen instantly by every- 
one entering your store. It will automatically bring you the business. 


Put this silent but effective salesman to work for you by giving him a promi- 
nent place in your window or show case. 


RAYTHEON MFG. COMPANY—Cambridge, Mass. 
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The Open Sesame—the 
of radio reception... 


HE introduction of the All- 

Electric radio receiver operat- 

ing from the house power supply, 
introduces a new, vast and profitable field 
for Public Utilities merchandising departments. 
One Public Utilities merchandising manager 
writes: ‘Radio. . . added impetus to the pep 
of our appliance salesmen.” All electric radio 
receivers constitute an important adjunct in 
Public Utility work since they utilize the com- 
modity sold by these companies. 


sé Magic” 







The Marti Electric Radio Co. 
was probably the first to realize the 
proper method of merchandising all elec- 
tric radio receivers is through Public Utili- 
ties companies. . . . It sells its products through 
these companies. . . . It is the only All-Electric 
receiver sold and highly endorsed by the United 
Light & Power Co. of New York. The 1929 
Marti electric power radio with Automatic 
Meter Selector, is designed specifically for 
Public Utility merchandising. 


Automatic Tuning 


What care you what tuning means .. 
ments. ... Set the Automatic Meter Selector .. 


. No more “hair line” adjust- 
. Listen to the 


numerals “click” into place—and the receiver is tuned to exact 
resonance with the desired broadcasting station. ... The Marti 
Automatic Meter Selector is a revelation. ... It is not a new 


development—It is a new invention! 


.. You adjust the 


Meter Selector—and the receiver is automatically tuned... . 


You are not limited to one station—to ten stations-—the 

whole broadcast spectrum is yours to select from. 
Designed for easy and speedy servicing. . . . Removable 
units with lock-nut connections instead of soldered 
wires. ... Standardized chassis manufacture for 


all models. 


A few franchises still open. Communicate with us. 


at./| Dt 


ELECTRIC POWER RADIO 


4’ 















Nw 






=< 











Marti Electric Radio Co., 22 Central Ave., West Orange, N. J. 
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Automatic 
Juning 
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Get these facts, 


Electric Appliance Dealers 
and 


Central Station Executives 


Freed-Eisemann is now making, and already selling 
fast, the ideal all Electric Radio Receiver with models 
designed to suit electrical supply conditions all over 
the United States. We pioneered in all electric receiver 
manufacture. The background of our success insures 
satisfaction and profitable radio selling. You can sell 
Freed-Eisemann Radio Sets in both D.C. and A.C. 
territories 60, 50, 40 or 25 cycle! You have been wait- 
ing for the perfected socket power set. Here it is. Our 
Central Station Plan is of particular interest to pur- 
veyors of current, and our regular jobber and dealer 
proposition makes money for the trade. Freed- 
Eisemann Receivers are on display in the showrooms 
of the New York Edison Company. 


FREED~- 
FISEMANN 


Freed-Eisemann Radio Corp’n, Junius Street and Liberty Ave., Brooklyn, N.Y’ 


Licensed by Radio Corporation of America, General Electric Company, Westinghouse Blectric & 
Manufacturing Co., with the assent of the American Telephone & Telegraph Co.; licensed under the 
patents of Marius C. A. Latour; licensed under the Hazeltine Neutrodyne patents; and licensed by 
Canadian Radio Patents Limited. 
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THE MOST 
DRAMATIC RADIO 


ANNOUNCEMERNT 


OF 1928% 


WwW 


New “Pace Makers” in Radio with Full 
FEDERAL ORTHO-SONIC TONE 


Vol.39, No.6 


Feperat will christen two new, distinctive, popular 


priced, all-electric receiving sets using A. C. tubes; a new, 
low priced, 6-tube battery model and other business getting 
additions to its line at the R. M. A. Show. These sets will be “Pace 
Makers” in Radio—a step ahead of the rest of the field. 
Beautifully designed «-. 


Distinctively new in style 
Compact in size «. 


Marvels in selectivity 
Deep, rich Ortho-sonic tone ++ All self-contained 


Inviting low prices that will bring new radio business to the Dealer— 


AND 
Built by a manufacturer whose reliability and products are firmly 
established in the industry. 


The Federal Line is getting the business because of its complete selection of both | 
all-electric and battery sets, because of its wide price range with a model for every 


purse and because of the recognized quality of Ortho-sonic Tone—now conceded 
to be the biggest selling factor in radio. 


A New National “Trade-in Plan” that is 
Bringing Quick Profits 


This selling plan was tried by hundreds of “ Designated Federal Dealers” during 
February, March and April. 283 reports showed an average of over 128% 
increase in radio business over the same months in 1927. This plan on a country- 


wide basis is exclusively Federal’s — an innovation in the industry. It makes every 
one of the twelve months a radio month. 


FEDERAL RADIO CORPORATION, BUFFALO, N. Y. 


(Division of The Federal Telephone Manufacturing Corp.) 
OPERATING BROADCAST STATION WGR AT BUFFALO 
Federal Ortho-sonic Radio, Ltd., Bridgeburg, Ont. 


Licensed under patents * Federal’s fundamental 
D d = lusive development 
ae te nr See you at the R. M. A. Show, Room 534 and Spaces pai ai “s 


making possible Ortho- 
America, and in Canada 81 and 82. If you don’t attend, use this coupon sonic reproduction is pat- 
by Canadian Radio ¢ 


ented under U S. Letters 
Patents, Ltd. Patent No. 1,582,470 
SSSSKCRSRSSRSTHKERRRRRRTSKRSSESSSSSRESSSRRRTERSRESSSSRSSSEEEESEeAeeeeeeeeseeeeeseeeres 


FEDERAL RADIO CORPORATION, 
1738 Elmwood Avenue, Buffalo, New York 


Please send me the facts about the new Federal “Trade-in” Plan and 
the new Federal Ortho-sonic Models. 
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Freshman Building, New York 


To Utility 
Executives 


You who are already 
marketing radio sets and you who 
contemplate adding radio to your 
merchandising activities give a 
thought to Freshman. 


“Freshman” is a nationally known 
name that has stood for “quality” 
and “your-moneys-worth” since the 
early days of radio. 


Freshman has always been a leader 
in the field of intensive merchandis- 
ing and now very soon Freshman, 
always a few steps ahead of the 
crowd, will surprise the industry 
with something new. Not just “new” 
—there’s little merit in that— 
when Freshman says“new” it means 
better. 


Freshman Radios are sold direct to 
Franchised Dealers. This assures 
the most profitable type of merchan- 
dising and advertising co-operation. 


Freshman has something tangible 
to offer the utilities—an intensive, 
well-defined program that fits in 
with your plans. 
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Let us 
demon- 
strate 


our 


ability 


to co- 


operate 
with you 
for a big 


radio 
year 


CHAS. FRESHMAN CO., Inc. 








2626 W. Washington Blvd., Chicago 
800 N. Spring St., Los Angeles 













Details Immediately 
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) -ROTO-VITALIZER 


has opened up a huge market 


&2 


ERE is a new real massaging device—NOT 

just another vibrator—lIt is proving a tremen- 
dous success in sales and positively getting results 
for users. All doctors who have tested it have voiced 
highly favorable opinions. 


It is effective wherever massaging is needed and delivers 
anything from a facial to a heavy body massage. This 
is made possible through the Radio Dial Rheostat Control 
which allows 100 different speeds. Roto-Vitalizer is a 
massaging device—The only machine ever yet made 
that exactly reproduces the motions of a hand massage. 


Can be used as a Health Builder, Medical Aid or as a 
Reducer. 


It is not a vibrator but a distinctly new development. Its 
action and effects produced can be appreciated only when 
you see and try the Roto-Vitalizer yourself. 


The Roto-Vitalizer is a defintely proved campaign and 
House to House proposition. Ask us about some of the 


successful sales Campaigns put on by Central Stations, 
Distributors, and Dealers. 


Priced to reach the largest number of homes and yet allow 


sufficient spread for you to do a constructive and profit- 
able selling job. 













} Exclusive Features 


'. 1. Motor driven electric massager (motor 


' by B 

} - Uses a. one type of Applicator (Pat- 

en . 

. For either Home or Professional Use. 

. Protected by Basic Patents. 

. Sold through Exclusive Distributors. 

. No trade-in allowances have to be made. 

Self Contained in one neat case which 

includes complete equipment. Total 

wt. 8 Ibs. Easy to carry. 

8. Machine itself weight 4 Ibs. making 
self treatment easy. 

. Has no competition. 


. OPERATES ON EITHER A.C. OR D.C. 
CURRENT. 


2 
@ 3 
4 
5 
6 
7 














ROTO-VITALIZER SALES CO. 
1005 Chicago Temple Bldg., Chicago, Il. 


Send me at once details about the Roto-Vitalizer. 
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OO, HOWARD T. SANDS, Forty-frst 


President of the National Electric Light Association, 


and his associates who have so ably borne the 





responsibilities of their offices for the entire in- 
dustry during the past year, we offer our sincere 
congratulations. “» The remarkable program 
of the Fifty-first Convention at Atlantic City 
befittingly reflects the successes attending Presi- 


dent Sand’s administration of Association affairs. 


THE UNITED ELECTRIC LIGHT AND POWER COMPANY 
NEW YORK 
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You want this Oil 
Burner Business 


Commercial departments of central stations have found 
through investigation that good oil burners offer them a most 
desirable type of appliance— 


Desirable from two viewpoints: 


These household heating devices provide industrial loads 
on residential lines without any additional engineering or 
operation difficulties. 


To install a satisfactory oil burner is to put in your 
customer’s home an ever-present builder of good 
will. 

You want this oil burner busi- 

ness because you can profit- 

ably use this combination rev- 

enue, load, and good will 


builder. 


We nill be glad to give you full 
detailed information on this mat- 
ter at Booths 193-195 at the 
N.E. L. A. Convention, Atlantic 
City. 


The OIL BURNER with The Master Control 
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You can get it with 


~ELECTROL~ 


Electrol has studied the oil burner from the central station’s 
commercial department’s viewpoint. We have been exacting 
in our demands—first, to make household oil burning prac- 
tical, and second, to make the merchandising of these 
machines profitable. 


In Electrol both of these fundamental requirements have 
been realized. 


We ask central station executives to take no one’s opinions 
but those of their own engineers on the mechanical perfec- 
tion of Electrol. Our plant and installation files are open 
for your full study and investigation. We invite you to 
make the fullest use of this cooperation so that you, too, 
may be as enthusiastic as we are of the business to be had in 
the better homes from Electrol. 


To your commercial departments a similar, wholehearted 
cooperation is offered. We would like you to appoint 
responsible merchandising men from your organization to 
sit down with our executives and study our sales promotion 
plan. 


Their verdict must be Electrol. We are building and mer- 
chandising along lines that must meet central station’s 
unqualified approval. 


Electrol, Incorporated | 
Main Office and Factory: 107 Dorcas St., St. Louis, Mo. 
New York Office: 420 Madison Ave. 


Let’s Build that Load 


You have the need for increased resi- 
dential load through the use of ap- 
pliances that fill in the valleys and 
level the peaks on your residential 
lines. 

Electrol is just such an appliance. 

It is to our mutual interest to co- 
operate. We can build that resi- 
dential load working together much 
more rapidly than working  inde- 
pendently. 
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Where th 








Half a hundred people devote 
their entire time to making 
the Easy Washer a better machine 


_—— fully equipped engineering re- 
search laboratory is constantly seeking 
ways to improve the Easy Washer. Over fifty 
people devote their entire time to this work. 
It costs a lot of money, but it is worth every 
cent. It keeps the Easy many steps in advance. 

Such research is calculated to give the 
public a better machine to wash with . .. Easy 
dealers a better machine to sell. 

And it does. Almost every day the Easy 
Washer is improved in some way by this 
continual research and experiment. In a year 

scores of refinements are worked out and 
The special laundry where model changes are tried : 
under actual home conditions. applied. 

This is done to make Easy a bigger value 

to the public. It also makes Easy a more 























The Drafting Room. These de- 
signers do the planning on paper Ra i 
that is necessary before accurate _ i 
parts and machinery can be Pe 

andi. ty 


op &E 


The Pattern Shop. Here is 
where the wooden models and 
production patterns of Easy 
Washer parts are made follow- 
ing the designers’ plans. ee 
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The Engineering Department at work. This research room is but a 
small part of the huge Easy Washer factory in Syracuse. 


profitable appliance to sell. Easy leads the 
way in washing machine improvements. 


All improvements given practical test 


The special laundry (pictured on the opposite 
page) is part of the Easy research department. 
All the improvements made on Easy models 
are tested here under actual home conditions. 
Easy Washers are run for months at a time 
to prove the sturdiness of altered designs or 





























new parts. Many machines have success- 
fully gone through tests of six months to a 
year of continuous running —the equivalent 
of 50 to 100 years of actual use in the home. 


Easy foresight pays dividends 


This policy of foresight —of research and 
development —is paying dividends. Easy 
dealers are finding the Easy Washer easier to 
sell all the time. And they know that they 
are associated with a factory that is constantly 

working for the future as well as the present. 
Syracuse Washing Machine Cap 
Syracuse, New York 
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SEC 
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Microscopic Enlargements of Fabric Fibres 


Fabrics cannot be washed off 
~ they must be washed 


EXTILE FIBRES, under the 
microscope, are full of minute 
interstices in which dirt and 
grease—themselves of micro- 


scopic fineness—treadily find 
lodgement. 





These particles of soil are pressed into the 
fibres by the friction of wear or use. Or they 
are drawn in by capillary attraction, when 
borne by perspiration or any other sort of 
moisture. 


To remove these particles from the micro- 
scopic crevices, they must first be dissolved or 
loosened by an efficient soaking and slushing 
action such as is provided by the modern wash- 
ing machine. Soap-and-water is the vehicle 
by which the dirt is removed, and this solution 
has the peculiar property of penetrating into 


the fibres. 


The slushing action of the washing machine 
dissolves the dirt and removes most of it. 
After washing, however, there is still left in 
the interstices of the fibres some of the solu- 
tion of soap, water and soil which must be re- 


Out - «© « -« 


moved if the clothes are to be made entirely 
clean. This can only be done by compression, 
or wringing. 





So, a garment isn’t fully washed until it is 
wrung out. The wringer completes the job, 
and a good washing-machine cannot do itself 
justice without a good wringer. 


On the other hand, a poor wringer will rob a 
good machine of the appreciation due it—by 
failing to turn out as white a wash as the ma- 
chine makes possible. 


Lovell Wringers co-operate with the washer to 
the fullest possible degree. They carry out 
their part of the washing in a way that reflects 
credit on the entire machine. 


This is because Lovell wringer rolls have in 
them materials and design perfected by fifty 


years’ experience in wringer manufacture. 


Lovell Wringer Equipment is a sales argument 
on sight—and an important contribution to 
the customer’s permanent satisfaction in her 
washing machine. 


LOVELL MANUFACTURING CO. 
ERIE, PA., U.S. A. 


Copyright L. M. Co., 1928 


LOVED 
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Lovell Model 28-4 


Cold-rolled steel with udylite rust- 
proof finish. Specially treated 
oilless wood bearings. Pressure 
lever instantly released by a 
quarter-turn. 





Lovell Wringer Rolls 


Scientifically compounded rubber for correct 
compression, without injuring fabrics or 
breaking buttons. Patented hard-rubber col- 
lars prevent rusting between roll and shaft. 


WR INGER S 


AND WRINGER ROLLS 














Lovell Model A 


Pressed steel with udylite rust- 
proof finish. Specially treated oil- 
less wood bearings. Safety release. 
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A Success from the FIRST 


But Now~ 
cA Positive Sensation! 


In February, 1927, the Haag Eighty was first placed on 
the market. And because it represented an unheard-of 
value both to dealers and consumers, it was instantly ac- 
corded one of the most exceptional acceptances ever given 
a washing machine. 



























Now Haag Brothers Company has equipped this popular 
low-priced washer with the famous patented Haag safety 
agitator. This forward step will open new and greater 
markets for every Haag dealer. 


This is the first announcement of a sensational improve- 
ment that is sure to make washing machine history. Will 
you profit by it? Write or wire today for full particulars. 






Equipped with 


HAAG BROTHERS COMPANY, PEORIA, ILL. Al the —— 
In addition to the models pictured and described here, handsome wood- x iq 
tub models (power and electric) are included in the Haag line. gy YJ 






The Haag Vortex 
(electric model) 
_ shown at the 
inher Haag 
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The finest in material construction . 
and workmanship at the lowest 
.=«« price on record 





Product of 57 years of building quality at moderate 
price, the new Blackstone 22 offers definite advan- 
tages to wideawake dealers. Quality, low cost, com- 
pactness and freedom from dealer service that eats 
into profits—these are but a few of many Blackstone 
features. 


Never before has such washing machine value as this 
been offered for less than $100. The Blackstone 22 
is so simple that a child can operate it yet it washes 
60 Ibs. of clothes an hour. Its large capacity makes 
it ideal for even the largest family and yet, because 
of its compactness it will appeal to the small home 
and apartment user—a vast new market for Black- 
stone dealers to cultivate. 


When you sell a Blackstone 22—and you'll sell a lot 
—you can pocket the profit confident that there 


never will be a call to spend part or all of it on service 
or repairs. 


Compare the Blackstone 22 with machines costing nearly 
twice as much—then you'll realize the sales possibilities 
before you. Study the features below. Then let us send 


_ you the details of our attractive dealer proposition. 
Features BLACKSTONE MFG. COMPANY 
= 
of this 


newest BY ACKS TL ON 
int 4 


product us 


of the oldest washing machine builders in America 


| 
4 
‘4 
| TUB—16 oz. copper, nickel-plated efficient agitation with minimum WRINGER—Steel frame. pees 4 
inside. Lacquered outside. Will wear on clothes. Reduces tan- balloon Para rubber rolls. on 
last a lifetime. gling. matically locks in 5 wringing pe 
CAPACITY—60 lbs. of clothes per pprtvING MECHANISM—Com- tions—quick action safety release. 


hour. pletely housed and running in bath ©MOTOR—General Electric } h.p. 
CHANNEL STEEL FRAME. of oil. Requires no oiling or at- completely enclosed — insulated — 
CIRCULATOR—Approved _Black- tention. All gears are machine hose—rubberoid cord with were 

stone design. High blades insure cut. structible connection, 


oe eH 















June, 1928 ELECTRICAL MERCHANDISING 37 


“The 
| HOUSE OF 








Be sure 
to see this 
remarkable exhibit 


N.E.L.A. CONVENTION 


Booths 620-621 


7 Million Dollar Pier, Atlantic City 
Date: June 4-9 
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SPLITD 


IN APPLIANCES 
NEW! 


Splitdorf now introduces the ROL- 
IRON, an entirely different electric 
ironer in five models! The first 
LINE of ironers in table, wall, 
closet and laundry models, from 
$95.00 up. 















The 
Splitdorf Rol-Iron Company 










Subsidiary of the 
Splitdorf-Bethlehem 
Elec. Corp. 


Detroit, Mich. 






ée The 
HOUSE OF 
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while the discounts are such as to place 


_ tion to become the dominant radio fac- 
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The AVON 


with “250” power amplifier and 
dynamic loudspeaker, $295.00 





To Dealers! 


The opportunity presented to the radio 
dealer for 1928 by Splitdorf is one sel- 
dom offered. The profit making possi- 
bilities of this great line are beyond 
those of any other. The product itself 
is above comparison. The prices, con- 


sidering quality, are far below others, 
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every Splitdorf radio retailer in a posi- 





tor in his home town. 
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IN THE ELECTRICAL INDUSTRY 


The New “Duplex” Receiver 


The new Splitdorf “Duplex” receiver—consid- 
eed one of the outstanding developments in 
Radio since the advent of tuned radio frequency. 
Two distinct circuits in the one receiver, insuring 
slectivity and sensitivity without “compromise.” 


Power Amplifiers— 


Dynamic Speakers! 
All Splitdorf consoles and one table model are 
wquipped with power amplifiers containing the 
new “250” table! and every console contains 
a dynamic loudspeaker! No other radio line 
is so complete, so up to the minute. And no 
other cabinets are so beautiful. 














The LORENZO, 
with dynamic loudspeaker and “250” 
power amplifier. 





5 


MOTORS 


Splitdorf offers a most complete line of American 
Electric motors of the two and three phase induc- 
tion types, built to conform to standards in } to 
125 H.P. and giving continuous trouble-free 
operation at lowest possible cost under all condi- 
tions of service. 

American electric motors are already in use by 
many of the most prominent manufacturers in 
the country—each a leader in its field. 


There is a type of American Electric motor for 
every kind of service. 





American Electric Motors Co. 


Subsidiary of the Splitdorf-Bethlehem Elec. Corp. 


Cedarburg, Wis. 


oo The 
HOUSE OF 





IN INDUSTRIAL 
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YEARS 


OF ELECTRICAL 
MANUFACT URING® 





{0 






SINCE 1858, when Henry Splitdorf 


began manufacturing medical bat- 
teries and coils, Splitdorf has been a 
factor in electrical manufacturing. 
During the Civil War, Splitdorf 
coils were used extensively for 
firing mines and in bombing work. 


Upon the discovery of the Roent- 
gen (X-Ray), the grandfather 
of Radio, the Splitdorf labora- 
tories engaged in the manufacture 
of Ruhmkorff coils. The advent of 
the automobile, the motor truck, 
and the airplane, found Splitdorf 
with an intimate knowledge of 


electrical phenomena and long ex- 
perience, well equipped to meet 
the demand for ignition devices. 
Then came Radio, an industry for 
which Splitdorf is peculiarly fitted 
by knowledge, experience and 
manufacturing equipment. 


With the acquisition of the 
Perfection Appliance Company, of 
Detroit, Michigan, and the 
American Electric Motor 
Company, Cedarburg, Wis., 
Splitdorf becomes a real factor in 
the electrical world. 


Splitdorf-Bethlehem Electrical Corp. 








Newark, N. J. 
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(PATENT APPLIED FOR—NAME COPYRIGHTED) 


‘) \HE improved Laun-Dry-Ette now offers 
_ the most effective single tub centrifugal 
drying the industry has developed. It also 
provides you with the greatest washing demon- 
stration the market affords. You can match it 
against anything for washing or drying per- 
formance. 

Each nickel-plated Hydro-Rib- 
bed Cone is corrugated like a wash- 
board. In connection with. the 
exclusive hydraulic washing action, 
made possible by the perforated 
inner tub, it provides revolutionary 
washing advantages—two washing 
movements with each stroke of the 


The pioneer of all wringerless 
washers—the wringerless elec- 
tric. that started the wringerless 
trend based upon a super-safety 


and super-service to every buyer 
and dealer. 





cones. You have only to see the machine in 
action to really appreciate its new ability. 

The Hydro-Ribbed Cones force the suds 
through the fabrics. They literally rub dirt and 
grease loose. They suck the suds back through 
the fabric and remove loose dirt on the return 
stroke. The improved Laun-Dry- 
_ Ette now Washes as clean as the 
cleanest—as fast as the fastest—see it 
done with overalls, blankets, shirts, 
sheets—anything. And you still 
have the advantage of no broken 
buttons, no buttons pulled off, no 
wringer-created creases, no red 
hands, and absolute safety. 


Have you received the pleasing 
facts about cur New prices and 
New trade discounts? Those who 
have learned about our policies 
and prices regard them as time- 
ly and interesting. 


NOTICE: We are happy to announce that The Sentinel Manufacturing Company is succeeded by 


THE LAUNDRYETTE CORPORATION 


F. C. Maxumenr, President + A. G. Cook, Vice President and Treasurer 


5100 Superior Avenue, N. E., Cleveland, Ohio 
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New Zenith 


Washer 


& ELECTRIC AND GAS ENGINE Jf 


The- 
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With The Aluminum Tub 
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If you want 


t t 
—proof, iden —facts, canal 
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—action, ",, —results, 7 ow 


that the new Zenith washer wins competitive demonstrations— 


We invite you 


to make YOUR own Demonstration of a Zenith Washer in competition 
with any other machine on the market or form your own 
conclusion from a personal inspection. 


Do this at our expense, without obligation. 


Many of our dealers, on their own initiative, offer substantial rewards for 
any machine that will even equal the Zenith Washer in fast washing, clean 
washing, safe washing and easy operation! It takes confidence in a product 
for a dealer to make such an offer and confidence is half the battle. 


The Franchise for your territory may be open. Write or wire us for a dem- 
onstration at our expense. 


The Hirschy Company, Duluth, Minnesota 


Manufacturers of Washing Machines Since 1916 





me 


|. 
i? 








ELECTRICAL MERCHANDISING Vol.39, No.6 


ye 

















The full beauty of Whirlpool’s 
new two-tone lacquer finish cannot 
be shown here 
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, At the 


NLY “1900” would have improved the 
Whirlpool washer. It had proved itself 
exactly the washer most people want. It 
was out-demonstrating any washer, any- 
where. It had speed, good looks—“‘fine auto- 
mobile” quality—everything. It was at the 
very peak of its success. 


But thirty years of “always building them 
better” told “1900” that even this washer 
could be improved. 


Amazing new Steel-Copper- 


Nickel Tub 
A Solid, Indestructible Unit 


It is practically impossible to dent or injure 
the new Whirlpool tub. It is steel outside, 
copper inside, heavily nickel plated. The 
steel is not just acover. The steel and copper 
are processed together. They are as much 
a unit as the copper and nickel plate. 


The top ring is solid brass heavily nickel 
plated. The tub bottom is stronger and has 
a new ripple finish. There is a new depressed 
cover, with rubber silencers and rolled edge 
to catch splash. Top, sides and bottom— 


PEAK 
30 Years’ Success 


All Progressive Engineering 
Developments are Incorporated 


in the Latest “1900” WHIRLPOOL 


there never was a tube built like this new 
“1g00"’ Whirlpool tub. 


Still the Only Washer 
with Single Vane Circulator 


The “1900° Whirlpool is still the only washer 
with the single-fin circulator. It sets up no 
counter-currents as multiple vane agitators 
do. It has nocenter post to obstruct or tangle 
the clothes. 


This fact, plus the deep Whirlpool tub, is the 
reason why the Whirlpool washes faster and 
safer. Six double sheets (8 Ibs. of dry clothes) 
in five minutes. 


On Display at the 
Ritz-Carlton 


The new “1900” Whirlpool will be on display 
during the N. E. L. A. Convention, at the 
Ritz-Carlton Hotel on the Boardwalk, 
Atlantic City. Be sure to see Whirlpool’s 
new indestructible tub, two-tone lacquer 
finish, and the many mechanical refinements 
in addition to those described above. 


THE NINETEEN HUNDRED WASHER CO., Inc. 


Binghamton, N. Y. 
BEATTY BROS., FERGUS, ONT., Manufacturers of “1900” Washer Products in Canada 
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Wher € amore forceful acknow- 
_ ledgment of SPINNER Drying? 


SPINNER drying—as built into ABC electric washers—has 
won its spurs. Not only here for today but destined to be 
the popular clothes drying principle for years to come. Fol- 
lowing close on the heels of big shipments to the aggressive 
East and progressive West—the Southwest’s foremost dis- 
tributors and dealers show their faith in the SPINNER by 
taking an entire trainload of ABC PORCELAIN washers. 
Now—the Southwest has this wonderful opportunity for fast 
selling, good profits, low reconditioning costs and satisfied 
users. This trainload shipment, made April 30th, 1928, is a 
wonderful acknowledgment of our predictions that the ABC 
SPINNER would be, within a few short months after its 
announcement, the most talked of and leading electric wash- 
ing machine in the world today. 


ABC SPINNER— 


the oustanding development in the history of electric washers. 
Unquestionably the leading wringerless washer of today. 
Fast agitator washing—SPINNER drying—square PORCE- 
LAIN tub—a combination found only in this foremost of all 
electric washers. Dealers tell us never before has there been 
a washing machine with such a low reconditioning cost or 
one that attracts so much favorable attention on display and 
instant buying action on demonstration. 


ABC DOUBLE A— 


full size, copper tub, aluminum agitator, semi-soft rubber 
rolls. Fhe greatest campaign special offered today. 
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Where a greater testimonial 
to PORCELAIN Popularity? 


The great Southwest wanted PORCELAIN washers. They wanted POR- 
CELAIN they could trust—made in the same factory that builds the machine 
on which it is used. They demanded PORCELAIN combined with fast 
agitator washing, either SPINNER or soft roll wringer drying—a combina- 
tion available only in the ABC line. 

ABC PORCELAIN gives dealers and distributors the only real low recon- 
ditioning cost tub ever made on an electric washer. 


ABC washers combine, in the highest degree, beautiful appearance, highest 


quality, long life. These aristocrats of electric washers command attention, 
create desire and close sales. 


ABC COMPANION 


exactly the same as the ABC SPINNER except with soft roll wringer dryer 
in place of spinner dryer. Agitator washer with square tub (PORCELAIN 
inside and out). Finished outside in beautiful parchment and sea-green 
enamel. The only washer made with two color PORCELAIN finish perma- 
nently baked on. 

ABC COMPANION is furnished, when wanted, with simple, serviceable 
gasoline engine for homes without electricity. 











ABC Full Line Dealerships 


For your own profit you should know why these 


Southwest and other dealers can buy and sell in 
Altorfer Bros. Co. see Sees as trainload lots. Are you buying 
i rig 
Established 1909 The. pegebetty of a3 ABC SPINNER. and the 
+ oe public demand for as made it pos- 
Peoria, Illinois sible for ABC dealers to sell in great quantities. 
E Off You are not taking full advantage of these oppor- 
xport ce at Factory tunities if you are not selling the ABC line. 
Cable Address: ‘“Alcowash” Peoria ABC is the single line of washers with which 
(Bentley Code 5th Edition) dealers ean close every sale. Includes the three 


types salable today and at a range in price that 
fits every family fund. Write for vital facts 
about washing machine buying. 
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The public and the elec- 
trical industry, within the 





last year, have evinced a new 
keen interest in the elec- 





trical ironer. It is a primary 
appliance. 

















The RAINBOW THIRTY —lTOMmMm nove l ty 


for the small home, 


labdilley: as - - to nN 2Ce IXY] ty! 





PJ 
. 
~~“ 


HE RAINBOW has had a vast share in 
making “Ironing Day,” “ironing hour,” 
for thousands of housewives. ‘The Rainbow 
Thirty is just right for the small kitchen or 
apartment,—the right height for the kitchen 
chair. The Rainbow Forty-Six, with bench, 


is the size for the larger home. 
The “finger-tip” control bar, and the open end, 
mean easy operation and even pressure; its 
simplicity is what has made Rainbow homes 
happier. 
The RAINBOW FORTY-SIX 

—for the larger family 





Visit our display 
at the N. E. L. A. 
Booths 268 and 270 
A five year old product, thoroughly 
perfected and out of the experimental 
period—proven by long use in the 
field and kept up to the minute by 
constant refinements and improve- 
ments. 
Write today for details. 


RAINBOW 
APPLIANCE 


-CORPORATION 
11-27 Hand St.; Rochester, N.Y. 
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The Faultless 
Aluminum Washer 


Heats the water 
in the tub 


and 


keeps it hot! 


Here is a chance for you to sell a real idea—clean 
clothes, bleached and _ sterilized, pure white 
clothes, sweet smelling and sanitary, all because 
of this handy little heater set right under the tub, 
ready for instant use. 


Only good hot water will do it, continuous hot 
water, that forms steam. This is a point your 
prospect will appreciate at once. And when you 
have shown the other features—the thick cast 
aluminum tub, the beautifully polished and 
rounded agitator, the powerful wringer, the oil- 
less bearings and all the other big selling points, 
you needn’t worry about the sale—it’s already 
made. 


Now is the time to push this water heating 
feature, with the warm weather coming on and 
the furnace fires out. No need to carry boiling 
water from the stove or faucet—no danger of 
scalding. 


Those dealers who are bucking competition with 
only a washer to sell, should write and find out 
how to get their share of the money that comes 
from selling a real idea—clean clothes, bleached 
and sterilized—and the water always hot. 


VULCAN MANUFACTURING CO. 


1510-1530 Cypress Street 
KANSAS CITY, MO. 








centre 











This Gas Heater is 
STANDARD EQUIPMENT 


on Faultless Aluminum Washers 








27 Years of Successful Manufacturing 
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Al Revolutionary New 


The New 






ROTARY TRON 


With 1250-Watt Heating Element 


Portable... Light Weight 
Big Capacity .... Fast 





HE world’s great- 

est line of washing 
and ironing machines 
has been made even 
greater! The enviable 
position of Thor deal- 
ers in the industry is 





The No. 0 
RETAIL PRICE 


$49.50 


Slightly higher price in the Rocky Mountain 
area and west 


iron by old-time, back- 
breaking methods 
when the price of com- 
plete freedom from 
this drudgery is so 
amazingly small. 


Study the 3 great 








now more enviable! 


Now, we are making it possible for you 
to take a position of undisputed leadership 
in a new field with endless possibilities. 
Dealers who have seen the New Thor 
Rotary Iron say it will revolutionize iron- 
ing methods in the homes of this country. 
It is certain that women will no longer 


selling plans for this 
new, revolutionary Thor product. Take 
advantage of Thor’s position in the indus- 
try. If you are not a Thor dealer—become 
one. Don’t miss this great opportunity to 
become identified with the winners of 1928. 
Write, wire or phone us today about the 
valuable Thor Franchise in your locality. 


Women will like this new-type appliance. They will buy it—in one of these 
3 ways. Will you be among the live Thor dealers who will se// it, netting a 
handsome profit from the very start of its success? Write or wire us today. 


MANUFACTURERS OF THOR WASHING MACHINES, 


THOR IRONING 
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Announcement 


Speed-lroning Invention 


Ways to Sell the New 
Thor Rotary Tron 
































No. 0 detachable model as a sep- 
arate unit for use on the wringer 
shaft of Thor 2, 6 and 8 Washers 


HE new Thor Rotary Iron is 

made in two models. The above 
illustration shows the No. 0 detachable 
model which fits over the wringer shaft 
of Thor 2, 6 and 8 Washing Machines 
and is operated by the wringer motor. 
There’s a market of almost two mil- 
lions alone. The progressive illustration 
below shows how easily the wringer is 
removed from the shaft and the Rotary 
Iron set in its place. Both wringer and 
iron are light enough to be handled by 
any woman without exertion or strain. 





9 No. 0 detachable model in combi- 
4w# nation with the New Thor Agi- 
tator—the world’s lowest cost wash- 
ing and ironing machine combination 


ELL this handy, portable unit with 

every Thor Agitator sale. They can 

be sold in combination for about the 

price women were asked to pay for a 

good fast-type washer before the Thor 

Agitator was announced. They will pay 
you a handsome profit. 

Remember, also, this unit can be sold 
in combination with the famous Thor 
6 and 8. Make it a rule to sell washing 
and ironing machines together. Gain 
this extra profit without added over- 
head or added sales expense. 








The No. 10 Portable, New 
.) Thor Rotary Iron—with en- 
closed General Electric Motor 


HIS puts the final clincher on the 

ironing machine market for Thor 
dealers. With the detachable unit you 
reach the homes that have washing 
machines—country homes, city homes, 
small homes, large homes. But there 
are homes not fortunate enough to have 
Thor Washing Machines. For these 
homes we built the No. 10—complete 
with General Electric Motor. 

It is portable—just as efficient, just 
as sturdily built and finished as the 
separate unit, and as easy to carry as a 
vacuum cleaner. It’s built to sell at 
the lowest price ever asked for a com- 
plete iron of famous Thor quality. 


The Hurley Machine Company 
22nd Street and 54th Avenue 
Chicago, IIl. 


4—After ironing, slip 
the Rotary Iron away 
into a kitchen drawer, 
closet or corner. 


2—Place the Thor 
Rotary Iron in the 
wringer position. 


1—Remove the 
wringer from. the 
wringer shaft. 


3—To iron, you sit in 
a comfortable chair 
and feed the pieces 
through. 


Products distributed throughout the world by the 
International General Electric Organization 


THOR VACUUM CLEANERS AND HURLEY COMMERCIAL LAUNDRY EQUIPMENT 
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New nickeled finish Savage and the 
lacquered copper faster, more effi- 
cient Savage make a team that 
can’t be beaten! 


Now! The Savage in Nickeled Copper! 


Retains its pleasing appearance 


The last word in washing ability—The first word 
in fashionable washer dress! 


Now you can have the faster, more efficient Savage 
Wringerless in new stylish design of unparalleled 
beauty and utility. 

The Savage lustrous “everlasting” mirror finish, 
both inside and outside the heavy copper tank, and 
the aluminum satin finish tank top and base, 

set Savage far apart from the crowd of 
competition. 


You should have the new nickeled copper 


Savage to prove how its striking beauty wins pros- 
pects’ attention and interest—how its ability to 
wash, blue, rinse and dry an entire large tubful of 
clothes in ten minutes—an entire family wash in an 
hour or less—makes friendly customers. And 
finally, how these combined advantages lessen re- 
claims, and cut reconditioning costs! 


As first step get off this coupon, or a letter 
today— 


See the New Faster Savage, Space No. 209— 
N.E.L.A. Convention, Atlantic City, June 4-10 


WASHER &DRYER 


A PRODUCT OF SAVAGE ARMS CORPORATION, UTICA, N. Y. 


SAVAGE ARMS CORPORATION, 
31 Savage Ave., Utica, N. Y. 


Send the story of the New 59% Faster Savage. 
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iain Mitac Cate whe ARE Cha eve 


State after state is swinging to the Automatic idea— 
That high prices for fine electric washers are out of style— 


That modern retail business, to be successful, must be built 
on the idea of giving greater value for less money. 


Automatic Started It 


This Company started the stampede by showing women 
how to save one-third on washing machines. 


A wonderfully equipped new and modern factory, large pro- 
duction, concentration on Model 20, have made it possible for Automatic 
to sell the new Model 20 at a price which means a saving of practically 
one-third of what one would expect to pay for such a fine washer. 


Automatic was right 20 months ago when we said a much 
greater market awaited the manufacturer and the distributor who pro- 
vided the public with a fine electric washer that could be sold for about 
two-thirds as much as people had been in the habit of paying. 


The phenomenal growth of our business in the past 20 months, 
putting the Automatic from 7th place to 3rd place in volume of sales, 
proves that the idea was not only right but timely. 


Why Experiment 


Asa distributor or retailer, you don’t need to experiment. The 
Automatic idea and the Automatic machine have both been tested and 
demonstrated in a hundred cities. It will pay you to ask us what other 
merchants have done with the exclusive Automatic Agency. Write for 
full information. 


Automatic Electric Washer Co. 


153 W. Third St. Newton, Iowa 
Offices at New York, Philadelphia, Portland, Dallas 


Canadian , Distributors 


Automatic Electric Washer Co., Ltd., Winnipeg, Manitoba 
Ellis & Howard, Kitchener, Ontario 


Export Address: Automatic Electric Washer Co., 327 S. La Salle St., 
Chicago, Ill. Cable Address “AEWCO” 

















The name of the Upton Machine Company has always been synonymous with 
quality washing machines. Now Upton offers a washer that is carefully designed, 


accurately constructed, and trimmed in pleasing green color. 
less than one hundred dollars ($100.00). 


See this Washer at the N. E. L. A. Convention or wire or write direct. 


Every aggressive appliance merchandiser will be interested in this washer and our 
sales plan. 


UPTON MACHINE COMPANY 


ST. JOSEPH, MICHIGAN 


And it retails for 
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The GAINADAY / 


Franchise is Worth-while 














Look for These 
Outstanding Features 


Faster Washing 
Cleaner Washing 
Safe for Fine Fabrics 
One-Piece Copper Tub 
Extra Large Capacity 
No Moving Parts in Tub 
Thermos-Type Cabinet 
Simple Mechanism 
Timken Bearings 
Balloon-Type Rolls 

New-Type Drain 
Self Cleaning 


THE sale of any electric washer that cannot “deliver the 
goods” year in, year out, is a constant source of worry and 
expense ...Worry that should go into constructive sales 
channels and expense that eats into your profits ... Can 
you, or any other dealer afford to face a business future 
with pitfalls of this sort? 


Then look below the surface before you choose to sell 
any make of washer . . . Look into the method employed 
to wash the clothes . . . In the New Gainaday the clothes 
are washed quickly and efficiently without harm to the 
most delicate fabrics . . . There 
is not a moving part inside the 
tub... It is years ahead of other 
makes ... The washer you sell 
should be attractive in appear- 
ance and artistically designed 






Electric 





because most of your sales will be made to women...Next 
look into the quality of the parts that go to make'the com- 
pleted whole ... Finally look into the integrity of the maker 
... Investigate his methods of doing business ... Base your 
estimate ~ his worth to you ~ on the successful experience 
of dealers already enjoying his co-operation ... It is the 
one way to be sure. . . It is the one way to safeguard the 
future of your business. 


Gainaday headquarters welcomes such an investigation... 
The manufacturers of the New Gainaday enjoy the light of 


“ She New 


publicity... They are old manu- 
facturers ~ pioneers, trail blaz- 
ers, stabilizers ofthe industry... 
Complete details of the profit- 
able Gainaday franchise will be 
mailed upon request. 


Washer 


GAINADAY ELECTRIC CO. 


3014 LIBERTY AVE. ~« PITTSBURGH, PA. 
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The Secret of 


The 


Tapered-post 








Concaved Cast ccsensgf COPPER FORTY _ 
Aluminum 252% @/ Awasher witha LOW LIST PRICE 


yet of surpassing beauty 
compactness efficiency. 


Fast Washers 
That are Zasy onClothes 


The new Copper 40 is a submerged agitator (not a dolly) 
Washer of highest quality throughout. 

You can sell the “AMERICAN BEAUTY” for about 
one-fourth less than people expect to pay and still 
guarantee a service and quality equal to any Washer sold 
at any price. The big dealer profit will vitally interest you. 
The new improved 1928 models are perfected from the 
first rivet to the pleasing combination of enamel finishes 
with high lustre—to a degree never before conceived in 
Washing Machines. 


+o 


Agitator 








DUPLEX The enclosed gear case with all parts running in oil—case- 
30 hardened wringer gears; “‘Timken”’ self-aligning roller 
8 sheets capacity bearings, stainless nickel-lined copper tub are only part 


of the specifications. 
Write today or mail coupon. 


GETZ POWER WASHER CO. 
628 Walnut St., Morton, IIl. 





: Getz Power Washer Co. 
628 Walnut St., Morton, IIl. 


= Send full information and dealer’s proposition on your ‘“‘American 
Beauty.” 


[] Model 40 Copper Agitator 
[] Model 30 Cabinet Copper Agitator 


Buyer’s Name .....-ccccccccccccccccccccccccecccccecseses 





Model 40 furnished Firm Name 

with gas motor for : 

Lm ‘” homes without ROR. ido wo hw tsb cba ends wea dasetdiedanadae danewecans : 
electricity 


eee e eee eee eee eee eeseeeeeeeseeeeeeeeeeeeeeeeeeee 




























ELECTRICAL MERCHANDISING Vol.39, No.6 





oo 


ainber 


mica 


in Emerson Commutators 


UILT-UP mica won’t do. Substitutes won’t do. 

Solid amber mica resists the deteriorating effect of 
oil and heat perfectly. Its solid body cannot work 
apart to impair its insulating value and reduce the 
strength and rigidity of the commutator. 








Other outstanding features—described in technical 
bulletins sent on request. Sample motors supplied 
for test. 

THE EMERSON ELECTRIC MEG. CO. 
2018 Washington Ave., St. Louis, Mo. 


806 W. Washington Blvd., Chicago, Ill. 
50 Church Street, New York City 
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‘Specialists for 37 years,, 


Split phase, Polyphase, D..C. 
Motors 1/30 to 2 hp. 


Repulsion Start Induction. 
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Yronrvle Dealers 
Throughout U S. 


—After a 412 % Increase in Sales in 
12 Months we have greatly increased 
our Production Facilities — 








The remarkable progress of Ironrite is built on a 
solid foundation. Every user is an enthusiastic 
BOOSTER and a source of repeat orders. Women 
find in Ironrite the ideal ironer—both ends open— 
both ends of shoe open and pointed—irons anything 
that is washable, neatly, properly and quickly—sit 
in comfort while ironing—automatic knee control— 
dust-proof cabinet folds up. Easily put away— 
occupies less space than a kitchen chair. An attrac- 


tive and profitable proposition for aggressive dealers. 
Use the coupon. 








¢ Visit Booths %, 
a 291 and 293 
| Atlantic City 4 
We want to know: 


How we can make money with Ironrite 
About exclusive Ironrite Features 
What other dealers are doing with Ironrite 
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trically operated. No . Ne iii iencwonandvaensonvereets Nissans 
special wiring required. : 
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Wash clean and spin dr) 





is the method that is 
now the vogue. The 
Apex “spinner-dryer” 
spins on only ONE 
BEARING. There is 
no top bearing to be 
fitted in place before the 
“spinner-dryer” can be 
operated. This one fea- 
ture alone puts Apex in 
the lead of all washers. 





This APEX will be displayed 
at the 


_THh’ 
e | ~d a 
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Convention and Exhibition 


MILLION DOLLAR PIER 
Atlantic City, N. J. 
June 4 to 8, 1928 


BOOTHS 247 AND 249 

















The Apex Electrical Manufacturing Co. 


June, 1928 
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Cyfrere is not now, nor has there ever been, another washer just like this 
new APEX. This model, now being announced for the first time, is years 


ahead for compactness, rapid washing, drying and draining—and 
ABSOLUTE SAFETY. 


Space does not permit even a brief 
exposition, of the many advantages 
of this newest Apex. The “spinner- 
dryer” claims great attention every- 
where. 'The new Apex Gyrator, how- 
ever, goes hand-in-hand with the 
spinner for honors. The 12 wash- 


ing vanes and 3 
center-post fins 


, create an unsur- 


passed water and 
clothes action. 
The draining 
feature adds 
dollars of walue. 


Without ques- 
tion this new 
APEX Spinner 
Washer is going 
to be the washer 
of the year! 












































HIS washer includes 

several important 
“patented” features that 
from a performance 
standpoint put it in the 
lead of all washers. 
Dealers who sell this 
Apex are INVINCIBLE. 
Point by point they win 
with this Apex —the 
washer supreme —the 
washer that is unsurpas- 
sed for washing —drying 
—draining—for SAFETY 
and QUIETNESS — for 
compactness and appear- 
ance. Think of THIS! One 


man can handle it—and it takes up less room 
than an ordinary washer—STILL, it washes 
8 pounds of dry clothes in 5 to 8 minutes 
and spins them dry in less than 2 minutes. 


The washing or drying compartments, or 
both, are quickly and automatically drained 
by the simple twist of a handily placed and 
well marked control. 
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Is Servicing Eating Profit? 
Then See that the Motor Is a Sunlight 
It Will Run 15 Years Without Servicing 


You know the proportion of your service calls that 
are due to the motor. 


Why not eliminate that part of servicing entirely? 


If you sell appliances equipped with Sunlight Motors, 
there won't be any servicing for fifteen years. 





Almost fool proof, not easily affected by moisture— 
ret will start a load slightly greater than double full run- 
me) ning load. 
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THE SUNLIGHT ELECTRICAL MFG. CO., WARREN, OHIO 
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There’s a New fashion 
in plural plugs, too— 


Not read 

jor delivery EAVER has combined 
jm Beauty and Serviceability 
into this new line of plural 


plugs of Genuine BAKELITE 


The new line of Beaver Plural Plugs has 
all the advantages that your customers 
prefer to have in the plural plugs they buy. 
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{ 


B-9 
Cissene 1 BEAVER Plural Plugs are of Genuine Bakelite— no sub- 
® stitutes. Furnished in either brown or black. 





Fr 
Retail Biles 35c. 
Triple Socket 2. BEAVER Plural Plugs are beautiful in design. Facets add 


Retail Price to their symmetry and distinction. 
50c 


3. BEAVER Plugs are mechanically correct. 


4 BEAVER Plugs are priced so surprisingly low as to defy 
© competition unless quality is forgotten entirely. 


Beaver Manufacturing Company 


Formerly Beaver Machine & Tool Co. 


625 N. Third St. Newark, N. J. 
B-15 . 
‘. SALES REPRESENTATIVES 
Symmetrical *BOSTON, MASS., *DETROIT, MICH., BIRMINGHAM, ALA., ST. LOUIS, MO., 
Double Socket E. R. Bry: Popkin Brothers, F. A. Robertson, Franklin McDermott, 
Retail Price 241A pray 318 Insurance Exchange Bldg. 908 Martin Bldg. 317 No. 11th Street. 
35 “PROVIDENCE, R. I. pa gon N. ¥.; DALLAS, TEXAS, PITTSBURGH, PA., 
c E. R. Bryant, Guy V. Carpenter, The Folsom Company, H. Lee Reynolds Co., 
U - 123 Aborn Street. 210 Pearl Street. 1410 Patterson Ave. Oliver Bldg. 
‘“ eer degre gy el KANSAS CITY, MO., PHILADELPHIA, PA., “Carry Stock. 
angle type double O. J. Rollert, Cunningham & Montgomery, 
socket. 1011 E. Fifteenth St. 620 So. Delaware Ave. 


Retail price 35c. FOREIGN SALES REPRESENTATIVES. 
Gme. C. Pasman & a Hotpoint Elec. App. Co., Warburton-Franki, Ltd., Armand Weill & Co., Ltd., 
Calle Belgrano 732 24 Newman St., 380 Bourke St., 52 So. Queen Street, 
UENOS AI ES,’ Oxford St., MELBOURNE, HONOLULU, HAWAII. 
ARGENTINA. LONDON W. 3, AUSTRALIA. 
ENGLAND. 


PAN-AMERICAN TRADING CO., Duncan Electrical Co., Ltd.,  LANGGUTH-OLSON CO., INC., 
116 Broad St,, New York City, 1006 Mountain Street, 114 Liberty St., New York City. 
South America except Argentinn. MONTREAL, CANADA. All other countries. 





thoneesenaceetesteet: 
saeeeeateatsseetes 









@& here’s a sales boosting 


at Booth oe counter display carton 
‘ied SS | ALL BEAVER PLURAL PLUGS are packed 


ment Association 
Exposition, Hotel 
herman, Chicago, 
June 11th to 16th.” 


10 toacarton so arranged that it can be readily 
adapted in a real selling help. Strikingly 
effective in design and color. 
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It was a revelation! By the “simple twist 
of a wrist’’ the grease and grime disap- 
peared. The colorful beauty of the washer, 
long hidden, was revealed to view—un- 
marred. A buzz of conversation. “‘Just what 
we have wanted ... It will solve our recon- 


ditioning problem ... A revolutionary im- 
provement” exclaimed dozens of dealers. 


It happened at a dinner meeting, given by 
the Schimmel Electric Co., Philadelphia, 
March 21st, 1928. More than 273 dealers 
were present. The subject of the test was a 
Color Conlon Electric Washer. 


For 450 consecutive hours, 
previous to its being brought 
to the banquet platform, the 
Color Conlon had been wash- 
ing heavy workclothes, which 
were saturated with grease 
and grime. Maintaining a high 
water level in the tub, the suds 
and other caustic cleansers con- 


From a photograph of 
the Conlon Washer, 
taken after the test, 





stantly overflowed and trickled down, leav- 
ing the finish in a condition that would 
have meant ruin to any ordinary washing 
machine. The dealers plainly were skeptical 
of the success of the reconditioning test. 


Imagine their surprise when after a few 
minutes of work with cold water, Simoniz 
cleaner and Simoniz polish, the original 
finish was revealed to view—as beautiful, 
as sparkling and colorful as when the ma- 
chine was first taken from the factory crate! 


To further intensify the 
sensation created by this 
amazing test, the Conlon was 
taken completely apart in five 
minutes, thereby convine- 
ingly demonstrating its sim- 
plicity of construction. Truly 
the reconditioning prob- 
lem was shown to be solved 
for all time. 


showing in marked con- 
trast the cleaned and 
uncleaned portions. 
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see filthy, disfigured 
washer quickly made to 
sparkle like new! __ 
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Popular, fast agitator type; washes 
a pound of clothes a minute; a big 
family wash in an hour. 





Be sure to see the Conlon Exhibit Block 4, 
Spaces 271-273, N. E. L. A. Convention, 


MERCHANDISING 


Atlantic City, June 4th to 8th. 


OFA CLEAR SKY 


ant COLOR 
U 


... and that elusive something 
known as eye and sales appeal! 


Literally without warning, the Color Conlon 
has brought the washing machine industry 
to a point where modern advancements are 
so revolutionary that they begin to render 
obsolete all previous practice. 

Just one glance at the Color Conlon and 
you will know what we are talking about. Its 
beautiful Duco finish makes staid old copper 
and gray seem as obsolete and unsalable as 
would be a horse and buggy to the dis- 
criminating motor car buyer of today. 

But that is not all. The Color Conlon 
helps you make money in many ways. Due 
to simple engineering, it practically elimi- 


in Washing Machines 


nates your service cost. The entire washer 
can be taken down in five minutes. 

Offering wider sales possibilities, due to a 
lower price, you can finance on a twelve 
months’ basis—a feature that will please 
your banker. 

Guaranteed one-man delivery . . . definite 
assurance of increased floor sales. . . revitali- 
zation of your sales effort . . . a larger dealer 
profit... and a broad gauge advertising and 
sales co-operation program. TheColor Conlon 
represents not only aunique advance in elec- 
tric washer design and performance, but a 
profit opportunity that it should be the am- 
bition of every dealer to have in his store. 

A new, colorful brochure gives all the 
facts. Write for it. Conlon Corporation, 


19th Street and 52nd Ave., Chicago, U.S. A. 


Color CONLON 


America’s most beautiful 
washer 
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DISHWASHER 


Reliable @ Fe) Electric 


Built to Sell—and Stay Sold 


Nine times out of ten the reliability of a product can be judged 
by the reliability of the manufacturer who makes it. 


Our organization has prospered through many years of selling 
dependable merchandise to the dealer. We can not afford to 
change our policy now. 


Before offering the Kleen-Kwick Washer to you we have 
tested and tried it both for sales and service. We know the 
demand is there. We have a price that offers you a generous 
profit and your customer a bargain in a useful, dependable, 
and entirely satisfactory machine. 


A catalog of our full line of Domestic cabinet and 
sink and commercial washer sent on request. 


The territory you are in may still be open, get in touch 
with our nearest office. 


FRIEDLEY-VOSHARDT CO. 


ESTABLISHED 1886 
CHICAGO, ILLINOIS 
Milwaukee: 853 Grant Blvd. Buffalo: 316 Parker Ave. 
St. Paul, Minn.: 628 Ryan Bldg. 
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| wih Saul thorough- 

and safet . Its capacity is 3 sheets or 8 
f er-typ ih men’s shirts or the equivalent. 

inches oes 16 inches Ry h ad - The retail price of the Electric Handi- 

long; weighs only 20 pounds; canbeusedon Washer, finished in silver bronze, complete 

the sink board, table or ae convenient © with: oringer, safety cord and button-type 








to an electric light socket. © ee -.- switch, is $64.50. 

The Handi-Washer is enemas We back up the dealer's 
so different that it stands ore LID antes: Shy 08E aney: tos: aenier: efforts with a complete 
out over all others. You — ea | program of sales helps. 


can sell it to the woman 
who has a baby or little 
children; or has a small 
family washing; or lives 
in an apartment; or washes 
her own lingerie—for the 


Write us for full informa- 
tion. Get started now with 
the Handi-Washer and 
triple your market. 


HANDI APPLIANCE CORP, 
33 Chandler Street, Buffalo, N. Y. 


Handi-Wea ser “NO 


Altho members of the N. E. L.A. we were unable, on account of late application, to secure exhibit space on the 
Steel Pier during the N.E. L. A. Convention. We are at the Hotel Dennis and have Electric Handi-Washers on 
Display. Come in and see us. Ask Room Clerk for number of Handi-Washer Headquarters at Hotel Dennis. 
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You can’t make / 


a false move 


Wiring supplies . . Lighting . . Appliances! 
Graybar offers everything in quality 
electrical supplies, and backs them up 
with a fifty-nine-year reputation. From 
the Atlantic to the Pacific, Graybar 
maintains 66 distributing houses which 
put a_ never-failing source of supply 
almost at the very doors of dealers every- 
where. That’s why dealers can’t make a 
false move by handling Graybar electrical 
supplies! 


GraybaR 


Successor to Western Electric Supply Dept. 















































OFFICES IN 66,PRINCIPAL CITIES. EXECUTIVE OFFICES: GRAYBAR BUILDING, LEXINGTON AVE. AND 43d ST., NEW YORK CITY 
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‘To the casual observer, Standards are just electric ranges. But to the keen 
merchandiser, Standards are a complete line of electric ranges of exceptional 
selling merit—a line to tie up to and make money with—a line that offers the 
alert dealer something to work with. When a dealer who has handled the 
line little more than a year can place 227 Standards in 10 apartments, in the 
face of real competition (as a Cincinnati dealer has done) there must be more 
than one good reason. And the reasons are—a variety of styles to suit every 
requirement; finishes to match the kitchen; ‘‘on time’’ deliveries; unques- 
tioned quality; standards of construction that reduce servicing to a minimum; 
beauty of appearance, design and finish; high operating efficiency; extreme 
value for the money, with adequate merchandising profit. The Standard 
policy is one of merchandising through established distributors and dealers, 
with full cooperation to make the Standard franchise one of real and perma- 
nent value. 
Do you receive the Standard News? You may like to read it 


every month. The only subscription price is your interest 
evidenced by a request to be placed on our mailing list. 


The Standard Electric Stove Company Toledo, Ohio 


STANDARD QUALITY IS NEVER QUESTIONED 























[tsa 
yureSales ® 
Winner 


A new and substantial profit opportunity 
is offered the washer retailer and Public Service 
Companies with the One Minute Model 60. 














Popular price has created tremendous in- 
terest in this sensational One Minute and this, 
coupled with fine appearance, modern design, 
construction and performance, has made the 
Model 60 a sure sales winner in any community. 





Some excellent opportunities are available 
in our dealer organization. Mail the coupon or 
wire us for complete details. 





One Minute Manufacturing Co. 
Newton, Iowa, U. S. A. 
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To N. E. L. A. Members <= xh 
The One Minute Manufacturing Company extend xo 
greetings to its many friends and business associates gum 
attending the N. E. L. A. Convention at Atlantic City. xe 
py ® a 
, es Send “i 
p,ao* It Hame 





B Jhe Quality 
= Washer Field 
is still there 


Successful washer merchandisers are not 
depending for their entire success on a lower 
priced washer. 


Experience has shown them that a ma- 
chine like the One Minute Model 52AA attracts 
those prospects who, desire the best that money 
can buy. And there are many such buyers in 
every city. 

Each feature of this washer, the wringer, 
the big copper tub, the Timken Bearings and 
the finish, is of the highest quality known in 


washing machine manufacture. Truly it is “To- 
day’s Finest Electric Washer.” 


You can depend on the One Minute 52AA 


to get you more than your share of the quality 
washer business. 








One Minute Manufacturing Co. 
Newton, Iowa, U. S. A. 
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We . ‘Ae Xu fay, The winning washer combination for retail 
dey dealer or Public Service Company is the One 


Minute Model 60 and the One Minute Model 
52AA. Some outstanding successes are being 
built on these two washers. 


Send The Coupon For Details 


June, 1928 ELECTRICAL MERCHANDISING 73 





Wire or write today for 
our cooperative merchan- 
dising plan! 





ee 


Noiseless Neokol 
AMERICAN NOKOL CORPORATION 


CHICAGO :: 4220 Schubert Ave. :: ILLINOIS 
World’s Oldest and Soundest Maker of Automatic Oil Burners 
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MorE AND MorE— 





























ELECTRICAL JOBBERS and DEALERS 
and CENTRAL STATIONS 
ARE FEATURING— 





TAKE-APART ENGINES AND 


ELECTRIC TRAINS 


Dorfan Makes the Only Line of 





Toy Electric Trains 





on the Market, All of Which Are Equipped 


ASK THE BOY 
WHO OWNS ONE with Engines 


That Can Be Taken Apart and Repaired by Any Boy 


No Other Line Has This Advantage 


Write Us Today for Our 1928 Merchandising Plan and Catalogue. 


THE DORFAN COMPANY 


Jackson Street, Newark, New Jersey 
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To the Members and Guests 
of the 


National Electric Light 
Association 


<1 (1}(|1" 






































assembled in their Annual Convention at 


Atlantic City, June 4th-8th, 1928 


The New York Edison Company | 


extends sincere wishes for an interesting 

and helpful meeting and for continued 

and increasing success and prosperity 
during the ensuing year 
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Perhaps Your 


Baked Your 
PENIN | | 


Then, too, Peninsulars 
beauty and i 





PENINSULAR 




















oe 











As in Grandmother’s time when the name 
“Peninsular” was synonymous with “ultra 
modern,” so today the line of electric ranges 
bearing the same name keynotes the trend of 
electric range development. 








Now —color adds to their beauty and makes 
the Peninsular line even easier to sell. 
Available in Mandarin red, Chinese yellow, 
apple green and French gray—ready to 





PENINSULAR 


See Our Display at the 


| 3. 
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Peninsular Features 


Porcelain enamel—white and gray all 
over. 

Cast iron legs—cooking tops—oven door 
frame—stove front—strength where 
stability is needed. Oven porcelain 
enamel—inside and out—it can’t rust. 

Two inches mineral wool insulation, all 
around oven. 

‘Peninsular Roller oven-door catch— 
can’t get out of order. ) 

Oven heat closely regulated by ther- 
mostat—optional with clock to turn 
heat on and off at pre-determined 
times. 

All heating units are of best quality 
obtainable. You can carry replacers 
in your own stock room. 

These are just some of the high spots 
—the rest of the story is even better. 

Send for it. 














DETROIT PENINS 








June, 1928 ELECTRICAL MERCHANDISING 77 


-| Grandmother 
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'S | were far ahead in design, 
d | performance 









































make “automatic cooking” a reality to your 
customers. 


It will pay you to stop at our booth at the 
N.E.L.A. Convention to see this marvelous 
line. You can’t help but appreciate the 
tremendous selling advantages each model 
possesses. 














Yes, . a - eee nee ay 











If you’re not going to Atlantic City, write 
us direct for details. 


N.E.L.A. Booth No. 220 
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The Peninsular Line Is | _ 
Complete \\ 
bi Eleven models—each one a master- \ 


piece. The Peninsular Line of 
Electric Ranges is Complete. 


\ 


! 








\ 








—— | The range in price will take care 

———— of all classes of buyers. The quality 

Sul = of each model will make and hold 

La. friends. 
a == Send for our new catalog and re- 
———_——" sale plan. 
== 
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The Armstrong Factory—With 
BB 94,900 Square Feet of FloorSpace 
i —at Huntington, West Virginia. 


| announce 


with great pleasure and satisfaction, personally and for 
our business, to the several thousand dealers with whom 
we happily are doing business and to other thousands 
with whom we anticipate doing business soon, that we 
have very recently associated with our company the 
following additional men in official and semi- official 
capacity, each one of whom has also taken on a financial 
interest in this business: 


THOMAS E. SPENCE— WILLIAM S. YERKES — GARDNER B. PERRY— 
Extensiveexperienceinpub- Vice-President and direc- Prominently identified 
lic utility work. Recently tor, General Outdoor Ad- with brass and cement in- 
— with Hamilton vertising. dustries. 

Beach Company. 
C.R. BERRIEN—Vice-Pres- HAROLD WILL—Vice- 
ba nt yo = - ident, Central Union President, Will & Baumer 
ae gai - ae Trust Co., New York. Candle Co. 
and Dye Corp. 

J. ROY ALLEN —Director HUBERT K. DALTON — WM. R. WESTERFIELD— 
American Hide & Leather President, Dalton Tool Director, R. F. Westerfield 
Co. Corporation. & Co. 


And in addition to the above, in an investment and semi-official 
capacity, there are among others the following new associates—all 
of them prominent business men whose official capacities place 
them in a position to be of unusual service to the Armstrong 
Company and its Trade: 


THE PRESIDENT OF ONE OF AMERICA’S LARGEST LOCK MANUFACTURING 
COMPANIES—THE PRESIDENT OF A NATIONALLY KNOWN FOOD PRODUCT 
MANUFACTURING COMPANY—A DIRECTOR OF ONE OF THE LARGEST 
PRODUCERS OF INDUSTRIAL ALCOHOL—THE OWNER AND PUBLISHER OF 
A LARGE NEWSPAPER—A WELL-KNOWN TELEGRAPH COMPANY DIRECTOR 
—A MEMBER OF THE NEW YORK STOCK EXCHANGE—TWO DIRECTORS OF 
PUBLIC UTILITY CORPORATIONS—THE PRESIDENT OF A PUBLIC SERVICE 
CORPORATION—A DIRECTOR OF ONE OF THE LARGEST TOOL COMPANIES 
—THE VICE-PRESIDENT OF AN IMPORTANT STEAMSHIP COMPANY—A RAIL- 
ROAD PRESIDENT—THE VICE-PRESIDENT OF A NATION-WIDE SYSTEM OF 
RETAIL CHAIN STORES—A DIRECTOR OF A GREAT HARDWARE MANUFAC- 
TURING COMPANY—A DIRECTOR OF A LARGE CABLE AND WIRE MANUFAC- 
TURING CORPORATION—THE PRESIDENT OF A FOUNDRY COMPANY. 
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The Armstrong Factory— With 
94,900 Square Feet of Floor Space : 
—at Huntington, West Virginia. * 


| announce-also 


that these men bring to the Armstrong business (of 
some twenty years standing) their experience, their 
money, and their ambition to build it greater. 








The ideals and good name of this business are to be 
maintained—aggressive merchandising is to be pursued 
—dealers will have a stimulated interest in materially 
increasing their sales of The Armstrong Electric Range, 
The Armstrong Table Stove, and.our various other items 
for electric dealer and hardware dealer distribution. 





We shall be very pleased to hear from the trade as to 
how we may serve you and serve you best. Ask for 
details and new suggestions. 


Also—tThere remains a further very important announcement 
to be made soon, which will mean much to jobbers and 
dealers and to the public utility interests in particular. 


Very sincerely yours, 


ARMSTRONG ELECTRIC ann MANUFACTURING CORPORATION 
HUNTINGTON, WEST VIRGINIA 
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COMMERCIAL USES 


Heating fluids, solids, air! Heating tanks of 





compounds... industrial equipment... special 
processes, heating anything from metal to 
grease... heating railway cars; here you have 
a few of the hundreds of jobs on which Chro- 
malox Units have been operating three and 
four years without quitting. x Over 150,000 
Chromalox Strip Heaters are in service on over 
120 railways—the toughest kind of a job! 


And there’s the same hard-service durability 
in the Chromalox Units built into electric irons 
and ironers... waffle bakers... percolators and 
big urns...sandwich toasters... ranges...and 
other appliarices, and hotel and restaurant 
equipment. Dealers and jobbers selling the 
Chromalox-equipped products of over 60 man- 
ufacturers, no longer are bothered with the heat- 

























a ing unit grief of repairs and replacements! 





CHROMaroy | 

HEATING uALOX 
Omesticy, MMercia| : 
RANGES “| 

















extra wide 
narrore RIP HEATERS 


me Bulletins checked below— 


0 C-106—Strrip, Ring and Immersion Units EM-6-28 
(CJ C-108—Complete Electric Heaters 

( C-109— Units for Hotel and Restaurant Equipment 
0) C-110—Electric Burning Brands 

() C-111—Narrow and Extra-Wide Strip Heaters 

() C-112—Electric Water Heaters 





PLEASE MAIL THIS COUPON WITH YOUR LETTERHEAD 














We Need Electric Heat for 
Signed Position 
HEATING 
The Railway Utility Company of Chicago is sole distributor of Chromalox Strip Heaters for 
use in heating railroad and street cars in the United States and Canada, Sole Canadian U N I sj S 


Manufactured Exclusively by 


Licensees: The Canadian Chromalox Co., Ltd.,251 Queen Street, East, Toronto, Ontario, Canada EDWIN L. WIEGAND CO, 422 FIRST AVENUE, PITTSBURGH, PA. 
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it’s profits you want— 


—send coupon today 

















SPECIAL WIRING 


LISTS FOR 
| cial 








Model HJR 
FRUGAL ELECTRIC 
RANGE 


the 
New $7500 
convenience outlet 


FRUGAL 


features 


Chromalox Heating Elements 
Chrome Wire—Arrow Switches 
Armco Ingot Iron 

Aluminum Lined Oven 

Asbestos Insulation 2 inches Thick 
2 Burner—Cooking Top 4144 KW 
Two Cooking Operations at once 
Maximum Demand—1320 Watts 
SAFE on any 10 Ampere Meter 
Approved by National Board of Underwriters 


PLUGS INTO ANY CONVENIENCE OUTLET— 


Ny 
NO EXTRA WIRING OF ANY KIND! ea a 
Ce Ss 
Send coupon at once for complete information. / A sr 
2h s 
Fe 


THE FRUGAL ELECTRIC Se" 

MANUFACTURING CO. 
2249 Beechmont Avenue 
CINCINNATI, OHIO 


We have an 
Export Proposition 
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Flag Pole: A very attrac- 
tive number that not only 
belongs in every train set 
but in every American 
home. It makes an ideal 
display piece for table cen- 
ters on patriotic holidays 
or on top of the fireplace. 
The heavy die-cast base is 
finished in Blue enamel 
with the embossed letters 
“Old Glory’”’in Gold. The 
flagis of good quality silk, 
and can be raised or low- 
ered, as on real flag poles; 
an American Eagle finished 
in Gold is mounted on top 
of the pure white pole. 
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TRAINS AND 


The 1928 American Flyer Rainbow Line, both 
Narrow and Wide Gauge, reflects a genuine de- 
parture from commonplace trains; they are not 
worked-over, revamped “new models.” The pio- 
neering in design, fine craftsmanship and excel- 
lent choice of materials is readily distinguished— 
a. wholly new train throughout. This notable 
achievement puts “American Flyers” in a class by 
themselves, away up in front, they stand alone. 
There is no other comparable train at any price. 
There is no just standard of comparison. 








Height 2312 inches. Model 


This latestand mostimpressive developmentin 


OUTSTANDING FEATURES 


Stamina: American Flyers claim an unrivaled record 
for stamina, which is generally acknowledged.and still 
more important, is a matter of record. The certificate 
of the Y. C. Lab., which is conducted by Youth’s Com- 
panion, was awarded American Flyer and certified by 
the Massachusetts Institute of Technology. The Child 
Life Seal of Approval is another which has also been 
stamped on American Flyers—the most convincing 
assurance of commendable quality behind American 
Flyers. 


Fun-Making Features: American Flyer continues to 
present new fun-making features—the kind of features 
that the American public demand. Most notice- 
able is (1) the automatic ringing bell,.(2) locomotive 
power cutout switch, (3) individual car lighting switches. 


Infinite Detail: Never before has so much study and 
attention been given to so many small things as the 
infinite detail so noticeable on American Flyers. You 
will find an impressive array of finely designed trim— 


a 


a y-—- 


mostly of solid brass, such as nameplates showing 
etched names Of trains, cars and their numbers. Indi- 
vidual brass window frames with individual transpar- 
encies— not easily pushed in—is something entirely 
new, and indeed, worthy of your attention. 


New Color Creations: New color creations are sig- 
nificant in American Flyer’s March of Progress. Many 
trains are finished in two or three harmonious colors 
presenting individual color schemes that reflect the 
owner’s taste. 


Scaled Reproductions: All units are modeled with 
skillful proportioning after America’s leading railroads. 
Fleetness, sturdiness and massiveness fairly radiate 
from each model—an effect gained by the streamline 
effect, many small windows and narrow width bodies, 
all a supreme achievement of design, engineering and 
master workmanship applied to scale with materials of 
the highest grade. 





2225 S. Halsted St. 





THE 1928 DEALERS’ CATALOG IS READY— 
Write for Your Copy Now! 


AMERICAN FLYER MFG. CO. 


General Offices and Factory 


Chicago, Illinois 
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American Flyer 
EQUIPMENT 


miniature trains was not offered to the trade until after 
eighteen months of untiring and ceaseless toil in research, 
designing and making of special machinery to make 
possible this line of matchless beauty and infinite detail. 

As a result the 1928 Line surpasses any of its prede- 
cessors about which the train buyers have made the 
inevitable but gratifying discovery that American Flyers 
give them the greatest inherent quality without de- 
manding the customary price premium. 

American Flyers dominate in STAMINA, FEA- 
TURES, INFINITE DETAILS, COLOR HARMONY 
AND SCALED REPRODUCTION. 


NEW TRAIN EQUIPMENT 






_ 
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You will be pleased with the wonderful 
new lines of equipment which is certain 
to satisfy any and all demands — there 
are new freight cars of charming designs 
and in brilliant colors—new stations, 
including the finest in miniature train- 
dom—newtunnels—new bridges,as long 
as seventy inches, with lights and tele- 
graph poles—new automatic signals— 
new lighted and manually controlled 
signals—new track—everything which 
goes to make up a complete line. 





e 
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Thousands of dealers enjoyed a very 
successful year with American Flyer in 
1927—but oh, what a wonderful year 
we can assure them for 1928, Offering 
the finest merchandise possible at excep- 
tionally attractive prices and led by the 
Advanced “President’s Special”— 
America’s finest miniature train—we 
will be happy to show you 
how you too can make big 
profits for yourself 
in 1928. 
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“I want some Eveready 
Columbia Dry Batteries” 


YOU have heard those words fairly often, 
for the long-lasting pep and power of Ever- 
eady Columbias have won the prize of public 
preference. Pleasant words. Profitable words. 
“I want Eveready Columbias.” Hear them 
oftener—make use of the Eveready Columbia 
display material, in windows, on counters 
and shelves, in show-cases. These handsome 
and durable cutouts and signs remind your 
customers of the name and uses of Eveready 
Columbias. They tie you in with the national 
advertising that is running continually to 
help you sell these mighty fine batteries. For 
better battery profits, stock Eveready Colum- 
bias, and use the display material that will 
be furnished free by any Eveready Columbia 
salesman. Order the batteries from your 


jobber. 

NATIONAL CARBON COMPANY, INC. 
New York Chicago San Francisco 
Atlanta [ee Kansas City 


Unit of Union Carbide and Carbon Corporation 


EVEREADY 


COLUMBIA 
Dry Batteries 


- they sell faster 
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“WRAP FF IN GATOR. HIDE" 





or that rough and 
tumble journey 
iF ™~ 


DISTRIBUTORS OF ] 
GATOR-HIDE KRAFT @) ' } ' f 
Anniston, Ala. 


Ordway Pa — any 

Asbury Park PN “ 
Cc. G. Wie a 

Asheville, N.C. 


A Sauthetn Paper Products Co. OTHING in between the merchan- 


American Mills Company 
Baltimore, 


abate Si dise and disaster on the journey 


City Paper Company 
Boston, lene. " 


fen Ean home-—but paper. Nothing protecting 
ac Adam & Co., Inc. 


a the merchandise and your good will— 


Charlotte, 
but paper. 


Another Certified Product of 
International Paper Company 











N.C. 
Charlotte Paper Company 
Cincinnati, Ohio 
Merchants Paper Company 
Columbia, S. C. 
American Mills Company 
Dayton, Ohio 


Buyer’s Paper Company { { ‘a ! 
or a Better put your faith in GATOR-HIDE! 
The Antietam Paper Company 


brett Pero, Gator-Hide Kraft Wrapping Paper is as 


Jersey City, 
3. Safier, Inc. ° ° ° 

Lactate & Paper Co tough as its name indicates, stands up well 
Parlette iateees, Inc. . e 

1 ie a & Morphy under wear and tear, resists moisture and 
Miller Pa _——— e ° ° 

Meet Hip Compan is unusually attractive in appearance. 

Newark, N. Paper Company , ; 

nee ork Nee Write for samples and complete information 


of ibbon & Ticker Paper Co. 
adelphia, Pa 
oO oe INTERNATIONAL PAPER COMPANY 
BE mg i Main Sales Office: 100 East 42nd Street, New York City 
R. L. Greene Kew Co. 


Rochester, Branch Sales Offices: 
eo ‘Force Company, Inc. 


St, Joseph, Mo. BOSTON CHICAGO PITTSBURGH II 
Sheridan. Clayton Paper Co. ATLANTA PHILADELPHIA 
St. Louis, Mo. 
Orchard Paper Company 
San Francisco, Cal. 
Johnson Locke Mercantile Co. 
Seattle, Wash. 
Johnson-Lieber Company 
Springfield. Mass. 
Carter Paper Co. 
Tampa, Fla. 
Peninsular Paper Company 
— 
G. Winans Company 
: oe 
sa Paper amnany 
Winston-Salem, N. C. 
Gray & cok. ‘Inc. 


2’ 7 
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‘ The new Heavy-Duty 
geen ie es ea is Hoover Model 972 has a 
ee A completely redesigned mo- 

tor, larger and better built 
in every way and fully 
enclosed to keep dirt par- 
ticles from the moving 
parts. It is ball-bearing 
throughout, requiring no 
oiling. New improved 
dirt bag; trigger switch 





t 4 
' 
t 
} 


A new Heavy-Duty Hoover is now available for use in 
offices, hotels, shops, clubs and larger homes. The in- 
clusion of ‘‘ Positive Agitation” in this large and power- 
ful model gives it a dirt-removing ability 3314% greater 
than the standard-size Hoover. Every sale of this new 


Hoover will be a dealer sale. 


THE HOOVER COMPANY, NORTH CANTON, OHIO 


The oldest and largest maker of electric cleaners + The Hoover is also made in Canada, at Hamilton,Ontario 











One of the newer home conven- 
iences, a small washer and 
dryer, for use where space is 
restricted and the old reliable 
electric iron both break out in 
‘olor. 


| 


Photograph at 

posed and made 
Lazariick for “Elect 
cal Merchandising” in 
the kitchen of the “Del- 
ineator’” Home _ Insti- 
tute. Other illustra- 
tions by N. Lazarnick 
through the courtesy 
of the New York Edi- 
son Company. 








Not only has color made the kitchen a 
rival of the living room for joyous social 
events but it is making home laundry 
appliances fit for company. The washer 
and the ironer in gay colors step im line 
with the new trend. 











( WATCH \ 
' WELSBACH y 


HEN, about three years ago, the Refrigera- 

tion Industry became aware that Welsbach 
intended to place on the market an “electric” 
refrigerator, many people asked, Why ? 


The answer was obvious to refrigeration experts 
and technicians responsible for the scientific prog- 
ress of the Industry. 


It was this: “There is really no 
such thing as ‘Electric’ refrigera- 


Welsbach was free to start at the very funda- 
mentals of refrigeration. The problem was con- 
sidered from the standpoint of how to eliminate 
shortcomings in existing refrigerating systems 
and build anew around correct basic principles. 


A refrigerant Alcozol—was adapted which 
functions under only one-third the pressure of 











tion. The basic problems of 
mechanical refrigeration are 
found in the fields of Thermo- 
Dynamics (a study of heat-action 
and how to control it) and the 
chemistry of gases. Welsbach has 
been an authority on these subjects 
for 40 years... Watch Welsbach!” 


Welsbach Cabinet No. 280, with a special 
finish of Wild Rose. The standard line 
of Welsbach Cabinets is finished in W hite 
or Dawn Gray. A limited option on 
colors is allowed. Included under this 
option are: Jade Green, Light Blue, 
Wild Rose and Cream-Ivory. 
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“PPOHERE is really no such 





thing as ‘Electric’ refrig- 
eration. The basic problems 
of mechanical refrigeration are 
found in the fields of Thermo- 
Dynamics (a study of heat- 
action and how to control it) 
and the chemistry of gases. 
Welsbach has been an au- 


thority on these subjects for 


e e ° 


Watch Welsbach !” 


40 years. 








an entirely new lubricant — not a min- 
eral oil—and a system which com- 
pletely submerges every moving part 
in lubricant, forming a liquid seal and 
reducing friction and wear to a 
minimum factor. 


Chemical problems thought unsur- 
mountable were conquered. Corrosion 
and oxidization simply do not take 
place. Thus internal conditions are 
made right for indefinite years of wear. 








others in common use. It has a rather faint, clean, 
inoffensive fragrance. It may safely be held in 
the hand. It has no harmful effect on respiration. 
It does not lose its ability with continued use. 


An entirely new and simplified Compressing 
Unit was evolved to handle Alcozol. It has large 
capacity and runs under Low Pressure—20 
pounds—and at low speed—280 R. P. M. 


To enable this better refrigerant to function at 
its best, the Welsbach laboratories developed 


Cabinets of one-piece steel were 
created —flush paneled—good to 
look at—insulated with from 2 to 3 inches of 
solid cork board... 


And these are but a few of the many Welsbach 


developments! ao 


The remarkable service records of Welsbach Low 
Pressure Refrigerators attest the fact that Welsbach 
Low Pressure Refrigeration is perhaps the most 
important single development the Industry has 
seen in years. Refrigeration Division, Welsbach 
Company. 305 Ellis St., Gloucester City, N. J. 


Welsbach Cabinets and equipment— Household and Commercial— 
from foundry to finished product — made in the same plant. 
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WWelsbach 


LOW PRESSURE 
REFRIGERATION 
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CNew /——~ Asmall washer and dryer 














| CONVENIENT ...-e 


Here at last is a small portable electric 
washer that dries the clothes without the 
need of a wringer—rinses and blues them, 
then empties itself. 

For years there has been a demand for such 
a household labor-saver that could be oper- 
ated anywhere—on kitchen drain-board or in 
the bath tub; in crowded apartment or large 
home; in the summer cottage or in the camp— 
conveniently carried from place to place for 
use at any time; then tucked out of the way. 


a ie OPAC . 
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THIS SMALL “WHIRLDRY™ 


The small ““Whirldry” is the only washer 
that completely fills this need. It washes, 
rinses and dries a dozen baby’s diapers, a dis- 
tasteful task toevery mother; also crib sheets, 
pads and blankets. The dainty wash, that 
every woman prefers doing herself, is washed 
safely and carefully without danger to sheerest 
fabrics, then dried without creasing, twisting 
or stretching. The “Whirldry” will handle 
the mid-week wash—four or five men’s shirts 
or an equal quantity of other garments. 


Price, Size, and Capacity —all Attractive! 























small “Whirldry” washer—simple directions 
tell the whole story and any woman can readily 
wash without home demonstration. 

The “Whirldry” now opens new markets for 
washers in apartment houses, homes with babies. 
the home sending part of the wash to the laundry 
and the home where a second smaller washer 
may be sold as an added convenience. 
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WINCHESTER REPEATING ARMS (0 

NEW HAVEN COWN 
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: HE baby “‘Whirldry” costs only $59.50, com- 
% Complete plete. It is light enough to be easily carried 
about. It rests on eight rubber contacts, which 
= ° pretect porcelain sink or polished table top. 
+ Being only 18 inches high and 16 inches in diam- 
: eter it will fit under the sink or in a closet when 
= Introductory soins ae 1 
Aig 8 Disol not in use. Water capacity is 4 gallons. 
ame d There is no skill required in operating this 
Booth 198 
N.E.L.A. 
Pm WH — J Convention 
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for the baby’ wash, the dainty wash, the small wash 
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oe PRACTICAL 


Washing is quickly and thoroughly done 
by smooth, easy agitation. Rinsing takes but 
a minute with the spray nozzle furnished for 
““whirlrinsing’”—or a regular wash-rinse 
can be done if preferred. Drying by the 
famous Whirldry method eliminates all need 
of a wringer. Self-emptying is direct into 
sink, tub or drain. 

Easily handled, because it is small and 
light. Safe, because motor and all mechanism 
are entirely enclosed. Sanitary, because all 


Over-the-counter Sales Without Home Demonstration! 


New methods of sales—direct counter display, store An attractive washer, an attractive price, liberal dis- § 
demonstration, and house to house canvassing with a counts, no competition—these mean profitable mer- 
chandising. Write or wire us for full particulars. 


washer that can be carried by a salesman. 





~WASHER-~ 











Rinses as it WHIRLS~ Dries as it WHIRLS~Needs noWringer 














THIS LITTLE “WHIRLDRY 


parts touching the clothes are nickel-plated 
copper. Simple, because all operations are 
controlled by a single convenient switch. 
Reliable, because it is sturdily built in the 
famous “Winchester” plant. Beautiful, 
because it is well proportioned and finished 
in a choice selection of 
colors. There’s a place 
for this convenient 
““Whirldry”’ Washer and 
Dryer in every home. 

















WINCHESTER AVE., NEW HAVEN,. CONN. 
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OLORTINTS 


Crawford Colortints. delizhtful colors that will beautify the kitchen are now available on Crawford 
Electric Ranges in enamel finish. We have selected three colors, Spring Green, Gulf Blue and Oriental 
Yellow three beautiful tints which will harmonize with the color scheme of any kitchen. 

Merchandising departments of electric service companies, and dealers interested in laying foundations 


for future good-will with their trade, along with building range sales, will find that Crawford Electric 
Ranges fill that need without profit-killing service costs. 


Distributed by 
Pe ee Ta CO May A.N Y 


western Clete si 6 MEAT 


WALKER & PRATT Vixemeen Boston, Mass. 
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Color by ‘Torro 


Here’s the finishing touch .. . . COLOR... . artis- 
tic, inviting, sparkling with life . . . . applied to the 
most complete line of quality appliances at popular 
prices .... Torrid. 




















But color is only one of the new Torrid merchandising 
features. Have you heard of the startling new Torrid 
Selective Agency Plan? It means more sales... . 


Pushomatic Toaster 
$5.50 





larger profits . . . . faster turnover . . . . real coop- 
eration. It was built for you—to solve your problems 
—because we believe that is the only sound way to sell 
more Torrid appliances. 








Do we need say, “Write for full details”? 








$8.00 





TORRID 


Thermo-Equipt No. 6 Household Iron 
Guaranteed for a Lifetime 
ONLY $4.95 LIST Ayu 


witiies 
SN aut 











————S = — 
Torrid Curling Iron and 
Beauty Sets $.90 to $3.95 
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MAIL THIS 








The Beardsley & Woleott Mfg. Co., 


The BEARDSLEY & WOLCOTT MFG. CO. Eipapereanpas: 


(0 Send me €.0.D. (or check enclosed) 6 Lifetime Irons. 


WAT ERBU RY, Dame cn i i a 
‘or 0). a. FF Me 2 State. 2.1 <.- is es 
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Prize twins of record 
sales — Fedelco Washer 
and Fedelco Cleaner — 
both made to sell fast! 
And the new Federal 
ElectricFolding Ironeris 
bound toset a new pace. 
The Federal Spinner 
Washer guarantees the 
utmost washer quality. 


Announcing the 


EEDERAL 


COMPLETE LOAD BUILDING 
SERVICE 


Federal Electric Folding Ironer, which 
rolls into a corner and out of the way 
when not in use, promises to win every 
modern housewife. 


OW — to central station mer- 
chandisers who prefer only the 
very best appliances on their 
lines for the cumulative advap- 

tages in load as well as favorable public 
sentiment — Federal offers its Complete 
Load Building Service. 





Federal Spinner Washer competes success- 
fully in the larger capacity washer field. 
Federal Electric Ranges are outstanding 





Federal Service is thorough and energetic. 
The new improved Fedelco Cleaner leads, 
selling the “Majority Market” with its 
amazing quality-price appeal. Federal 
Model 28 Moto-Brush Sw eeper answers well 
the insistentdemand for a RELIABLE motor 
brush cleaner at a REASONABLE price. 


Underselling all washers of comparable 
quality, the Fedelco Porcelain Tub Speed- 
washer is already breaking sales records. 





with many unique features. 


Federal has used the mode of color judi- 
ciously. Federal appliances serve their 
double duty of load and good will build- 
ing most capably. Send now for complete 
details of the Federal franchise, and free 
trial examination of the appliances. 


Federal Electric Company, Household 
Appliance Division, 8700 South State St., 
Chicago, Il. 


Besure to visit Federal’s display at the N.E.L.A.Convention, June4-8 at Atlantic City—Booths No. 162-172 


BUILT BETTER = PRICED LOWER &— SOLD FASTER 





oie Crear GAN 








MERCHANDIS 














Federal full-finish elec- 
tric ranges are found 
both in tinted enamel 
and white, with special 
heat insulating block. 
The Federal Moto- 
Brush Sweeper is prized 
for its thorough cleane 
ing ability. 





DEDICATING THE NEW ELECTRIC YEAR 
TO OUR MERCHANDISERS 
backed by FEDERAL’S 






I 1. Quicker Sales 
—SQUARE 2. Happier Housewives 


policy _ 3. Widening Markets 
IL 4. Satisfied Merchandisers 








Federal’s cycle of sales is embodied in Federal’s 4-square policy. Sales are 
quick and easy—reliable, capable appliances make housewives happier—Federa! 
products stay sold and make new prospects— the result is double satisfaction 
to central stations. Watch how your own business grows with Federal appli- 
ances, as the cycle of sales, repeating itself indefinitely, 

establishes an ever-widening market for you. 


YOU ARE Guaranteeing highest quality, at lowest cost to the customer, 

can you find a more desirable sales proposition than Federal? 
ASKED A Federal advertising and merchandising helps are valuable 
QUESTION assistance. Federal value is amazing — to your customer 


and to your company. Write for complete details now! 


FEDERAL ELECTRIC 


Household Appliance Division 8700 S. State St., Chicago, Ill. 


COMPANY 
BUILT BETTER © PRICED LOWER & SOLD FASTER 
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HEALTH HumodpIFIer No. 400-R 


Gives the heated room just enough 
Humidity for complete comfort and 


health. 
List Price $15.50 


See the Complete Display 
of ROYAL-ROCHESTER 
Electric Appliances at 
Booths 371-373, Atlantic 
City Show. 


NEW YORK OFFICE AND DISPLAY 
200 FIFTH AVE. 


Step Ahead with 


Greater Sales through 





These are but a few of the new 
ROYAL- ROCHESTER Creations 
that bring new beauty and sales 
possibilities to “America’s Most 
Beautiful” line of Electrical 
Appliances. 


Your customers are looking 








“MODERNISTIC” PERCOLATOR SET 


The latest creation in Royalite Electric 
China Ware. Hand Decorated and 
Heat Proof. 


Set Illustrated $44.50 List 
10-Cup Urn Set $53.00 List 


ROBESON ROCHESTER | C 


ELECTRICAL MERCHANDISING 








for distinctive home furnishing— 
they are buying utilities that 
reflect their good taste and love 
of beauty. 


sales? 








GOLDEN PHEASANT WAFFLE IRON 


An outstanding achievement in a Waffle 
Iron. Lustrous Royal Nickel inlaid 
with Hand Decorated China. 
List Price $20.00 
Louis XIV (Nickel) $16.00 





Why nottake advantage of this de- | 
mand with ROYAL-ROCHESTER _ 


ROYAL-ROCHESTER 
added Charm and Style! 





ToasTER No. E-6410 


A new sensation in Toasters—captivat- 
ing in its distinctive beauty. 


List Price $12.50 
Other Toasters at $6.00 and $8.00 


Let us send you a folder 
showing the many other 
new ROYAL-ROCHESTER 
Electric Appliances. 


FACTORIES AND MAIN OFFICES 


7R | CORPORATION — ROCHESTER, N. Y. 
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THe HANKSCRAFT EGG COOKER 


A new note of color—rich green and flashing silver—what a brilliant addition to the 
colorful table. The graceful lines, the sheer beauty of the new automatic Hankscraft 
Egg Cooker invariably create sales! No wonder it has achieved such a brilliant re- 
ception in a few short months. 








Complete Dealer and The Appliance 
Central Station Sensation of the Year 
Cooperation 


Cooks 4+ eggs right at the 
A complete merchandising table. Self-timing. Pour in 


plan is provided for Hanks- 2 teaspoons of water for soft- 


craft dealers. Window boiled eggs, 3 for medium, 5 
streamers, displays, counter for hard. No switch to turn. 
cards, circulars, newspaper No sinaniities for hot _— 
mats and electros, are pro- No wire coils nor moving 


vided free of charge. parts—nothing to get out 


of order. 





THE HANKSCRAFT COMPANY *%"! MADISON, WISCONSIN 


Manufacturers of the Egg-Ett— boils a single egg in live steam- - 
retails at $2. Also the Fairy Warmer—heats baby’s bottle 
accurately without watching—retails at $5. 
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C nbinets 


. LI} 
Cole 
hy 
J ewe tt 


st: Gn in colors that fascinate— 

these new cabinets by Jewett command 

attention by their beauty, and clinch sales 

by the quality of materials and workmanship 

that go into each detail of their construction. 

These cabinets are built to the Jewett stand- 

ard of excellence which is so widely known 

and highly respected. They are available in 

regular standard colors as well as special 

colors to harmonize with any color scheme. 

Both manufacturers of refrigeration units 

and dealers who realize the sales value of 

* unquestioned quality and outstanding beauty 
a will do a good stroke of business for them- 


authority has questioned selves by getting full facts about these new 
the outstanding quality of 
Jewett designing and con- 
struction. You owe it to THE JEWETT REFRIGERATOR CO., BUFFALO, N. Y. 


your business to find out 


how Jewett experience and 
facilities have been adapted 
to meet your present day 
needs. Write for literature 


REFRIGERATORS 


Jewett cabinets. 


and the Jewett proposition, 


bce OO 
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The “Highboy” 


of our complete line of 
quality furniture models. 
It includes Philco Con- 
sole Grand Speaker, the 
Receiver, Power Supply 
and Built-in Aerial. 


Radio’s Greatest 


Achievements 
Combined 


This remarkable Philco Set is a product 
of the combined achievements of radio’s 
greatest scientists. Philco is licensed under 
the patents of the Radio Corporation of 
America, the General Electric Company, 
the Westinghouse Electric & Manufactur- 
ing Company, the American Telephone & 
Telegraph Company, Latour Corporation, 
Lowell & Dunmore, Hogan, the Hazeltine 
Corporation, PLUS the Philco discoveries 
by the Philco staff of engineers. 


Philco has managed to produce this 
super-quality set in exquisite furniture 
models at surprisingly moderate prices. 
But more important still, we have put the 
same identical chassis into special radio 
metal cabinets to sell at popular prices. 
Even without popular priced models, 
“‘Neutrodyne-Plus’”’ would make Philco a 
tremendously big seller; but with equal 
quality in lower priced cabinets, Philco (so 
everybody tells us) is bound to be the 
season’s biggest seller. 





Heres News about 


For three years the Philco research engineers have been 
working on a new radio receiver. AND THE RESULT IS— 


ARadio Discovery 


‘“‘Neutrodyne-Plus’”—A New Termin Radio 


Ateex to describe a novel development due to a remarkable enlargement of 





the Neutrodyne principle. The perfect Neutrodyne tone-quality (free from 
howls, squeals or oscillations) PLUS greater power than has ever been 
achieved before—the acme of distance and selectivity. 


Genuine RE-production —A tone-quality never heard before. Close your eyes 
while listening and you will hardly realize that you are hearing a radio perfor- 
mance, the sound waves are so perfectly reproduced. 


Remarkable Range and Selectivity 22fo.01y 


sharp tuning! A hair’s breadth turn of the dial can often shut out a powerful 
local station and bring in another station many miles away. You'll never know 
what real selectivity and distance range means till you take a turn at the Philco 
dial. Far distant stations in many cases can be heard like local stations. You will 
get many low-powered stations that you never even knew existed. 








vivid color 


Exquisite colors to meet the trend of the day. Four stunning 
table models that will captivate the women, and will harmonize 
perfectly with individual plans of modern home decoration. 
In presenting these Table Models of special radio metal, ex- 
quisitely designed and decorated by hand, Philco is giving the 
radio dealers the opportunity to reap the profits which lie in 
this strong feminine demand for color. 


Labrador Gray—a beautiful neutral shade reminiscent of 
the misty hills of northern coasts. 





Nile Green—a soft gray-green with just a touch of blue. 


Mandarin Red—beautifully toned and shaded, adding 
warmth to any room. 


Spanish Brown—a warm, rich, natural furniture color, shaded 
in two tones. Classic design. Doric coluinns. 


ee a 
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REG, U.S. PAT, OFF 


No Aerial Needed 


Therefore Philco Is Movable 


Yes, the Philco Radio Set can easily be moved from room 
to room. An aerial is not necessary to get perfect reception of 
local stations—and many distant stations. Special provision 
for portable ground. 


The PHILCO 
Speaker 


A Cone Speaker, com- 
pact in size and beautiful 
in design. Superb softness 
and richness of tone — per- 
pect reproduction of the 
entire musical scale; pure 
treble—rich, full bass, 
When you hear it, you 
will agree that such 
tonal depth, such uni- 
form resonance, such true articulation is new to radio. 
Improves the reception of any radio set. 


At a price of $25 to the public 


This low price of $25 will make the Philco Speaker the 
one great seller of the season because the Philco positively 
out-performs other well-known speakers for which the 
public is accustomed to pay $10 to $15 more. 

Also obtainable in a variety of colors to match the decorated 


Philco Sets and to meet the demand for color in the home. 
Price in colors, $27.50 


Console Grand 

The Philco Console 
Grand Speaker Table— 
beautifully designed; se- 
lected walnut panels. Has 
a specially designed tone 
chamber which gives 
amazing emphasis to the 
tonal depth and reson- 
ance of the RE-produc- 
tion. A handsome sup- 
port for any table model 
radio. Priced at a bargain. 















If you choose to use an aerial, only twenty feet of wire in 
the room will bfing in stations ‘from a remarkable distance. 
Longer aerials bring even greater results. 


All-Electric—Entirely Dry icrely, plus the 


: Philco into the 
light socket and tune in. No batteries. Requires no water, no 
acids or liquids of any kind. 


Smooth Volume Control Uniform control of 


volume. Philco has 
solved the problem. You can gradually reduce the Philco to a 
whisper, then step it up gradually to full intensity—all with 
the volume knob alone. No detuning necessary. 


A Range Con trol An exclusive Philco feature which 


permits the separation of strong, 
overlapping local stations in cities like Chicago, New York and 
elsewhere. Cuts out interference. 

















Four Condensers This, plus new and startling de- 


velopments in the design of the 
radio frequency circuit, means a maximum of amplification 
plus remarkable selectivity. And besides—all the convenience 
of illuminated, one-dial operation. 


No Bothersome AC Hum~Ptitco has done 


away with the an- 
noyance of the characteristic AC hum so well that the keenest 
ear can scarcely detect it, even when the set is silent. 


Phonograph Jack~>uit in. A socket in the dial 


. plate into which an electric 
pick-up for phonograph records may be inserted, thus using 
the audio power tubes for reproduction of records. 


7 
Central Stations 
carefully prepared to exactly fit the needs of 






















Philco 
Console 
Grand 
Table Speaker 


Send Coupon 


Every Central Station and Electrical Dealer 
should get the complete Philco story in all its important details. The 
Philco offer is not for everybody. The Philco franchise will be granted only 
to those dealers (large and small) who will take the fullest 

j Sr 


























Special co-operative selling plans have been 
Central Station merchandising. The full details 
of these methods and plans will be explained 
only in a personal letter to those Appliance 
Managers who inquire on the coupon below. 

If you attend the N. E. L. A. Convention at 
Atlantic City, June 4th to June 8th, be sure to 
visit our display in Booth 300, Young’s Million 
a Dollar Pier. 








advantage of this big Philco opportunity. Send 
coupon today. No obligation. 


Gigantic Advertising 


Philco is known for the kind of advertising that 
makes actual sales. And the campaign this year 
will be bigger than ever. Double-page spreads in 
four colors in the big national magazines. Hundreds 
of thousands of dollars in a single month in the big 
newspapers of all the important trading centers. 

And broadcasting! The famous ‘‘Philco Hour” 
will be continued every Wednesday evening during the 
summer from coast tocoast through 36 big, high-power 
stations of the National Broadcasting Company. 


The Philadelphia Storage Battery Company ” ae ee i 


Dept. No. 5116 Philadelphia, Pa. 7S es as 
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Blue Pearl Finish, 


List Price We 
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Special hotel and office Wall firtures of a new 
equipment designed to _— are now procur: 
meet every special need f ab em colors to har- 
is an added R-P-CO sod et — —— the wood 
Service 4 ISS work of your home 

== ZZ 





























Beautiful As Only DuPont Can Make Them 


N designing homes or public buildings being built 
| today attention is paid to every single detail of 
the decorative scheme. Even the appointments once 
thought commonplace are now called upon to add 
their touch of beauty to the appearance of the room. 


These switch-plates are made of a special product 


manufactured by the Dupont Company. R-P-CO 
Switch-plates retain their original color throughout 
long use, and are easy to keep clean merely by wiping 
with a cloth. There is no likelihood of tarnish, con- 
sequently no time need be spent in keeping the plates 
in perfect condition. The material is practically 
indestructible, with no tendency to chip or crack. 


ROBINSON PRODUCTS, Incorporated 


S. W. COR. ORIANNA and CUMBERLAND STS., PHILADELPHIA 





R-P-CO. SOLID 
DISPLAY COLORS: 
STANDS Mahogany, White, 

Ivory, Walnut, 
for window | Buff, Gray. 
display or 
counter use 
are now. on PEARL 
display in e 
thousands of FINISH: 

gpg White. Blue, 





Green, Pink. 

















4 Gentlemen: 
Kindly send me, without obligation, 
FREE your switeh-plate and catalogue. 
PE Me ko eis epee Deeds 
ing, Cee en 
I % Soe Boe bane uh a Phat erec ae terete aa ee Se te cap get eee 
at ° 
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Aavanced Designing — 


... Advanced Engineering.... 
Gstaté ELECTRIC RANGES 


(with automatically controlled, balanced oven heat) 
in Sparkling 


Colors! 



























































Advanced engineering. too. 
: Balanced oven heat. Single 
e kh 7 switch oven control. Broiler 


e 

4 controlled by a separate switch. 
JADE And many other practical and 
GREEN exclusive features. 


66 
Ey. VALUE” adds a lot to the “‘sales value” of 


any article. You know that, of course, so you'll 


As an experienced merchan- 
diser, you will recognize the 














readily appreciate what a big, new sales punch sales impact of these modern 
these artistically designed Estate Electric Ranges © M electric ranges. We would like 
have put into the range business. j io j to place the details before you. 

Enameled in today’s smartest colors* — Jade _ 7 ro with a comple “ — 
Green and Mandarin Red. Designed with a sim- CO ee 


* e ° ° ° e ° ‘ »CeP ‘ vs) ‘s ‘ >» y 2¢ 1c ‘ FES 
plicity and grace that is in keeping with things plan to present and se i Estate Electric Ranges to 
modern. Not a nut. bolt or hinge in the women of your city. Write or wire. 

e | , g 
sight. Estate Electric Ranges in- “Of course, Estate Electric Ranges are also furnished in 
vite ownership. standard finishes. 


THE ESTATE STOVE COMPANY, HAMILTON, OHIO House Founded in 1845 






Detailed information, technically 
speaking, on the next page .....TURN! 














.ThermEstate Oven Heat 


Control. 


2. One-piece, smooth cook- 
ing top. 





3. Appliance receptacle. 


4. Reciprocating indicating — 


switches. 





. Switch panel, easily —re- 
moved by releasing four 
bolts to reveal entire wir- 


on 

























‘. Timing device for auto- 
matic control. 





8. Removable oven top unit. 





pan, 9. Removable oven ledges. 






10. Removable oven bottom. 





ing system. 


- Pilot’ light) to indicate 
when burners are in use. 


~ 
= 














11.Oven bottom flush with 
door. 





A Digest of the Advantages of 
THE ESTATE ELECTRIC RANGE 


for the technical man... 


BALANCED OVEN LOAD— All units in 
the Estate oven are balanced across 
the 220 volts on all three positions of 
the oven switch. This means just 
one-quarter of the voltage drop as 
compared with the same wattage on 
110 volts—an advantage readily ap- 
preciated by all central station men. 
BALANCED COOKING TOP LOAD 

The cooking top units are balanced 
across the two sides of the 110/220 
volt lines. 
BROILER 
coil, independent of the baking coils 
in the oven. It is located in the top 
of the oven, controlled by a separate 
wattage to 


The broiler is a separate 


switch, and has sufficient 
do a real job of broiling. 
BALANCED OVEN HEAT—The 
tage in the oven is so distributed be- 
tween the upper and lower baking 


wat- 


coils as to give a perfect balance of 


heat in the oven at all times. This 


has not been heretofore, 
where it has been necessary to use 


the upper baking coil as a broiler unit. 


possible 


SINGLE SWITCH OVEN CONTROL. 


The baking coils of the oven are con- 


trolled by a single, three-heat switch. 
It is impossible for the housewife to 
unbalance the heat distribution in 
the oven. 


AUTOMATIC CONTROL-Many mod- 
els of Estate Electric Ranges may 
be had with automatic temperature 
control. Also, with timing device 
for full automatic control. All auto- 
matic devices can be removed easily 
or added at any time. 


OVEN) The floor of the oven is one 
piece and the full size of the oven. 
There is no chance for food which 
boils over to come in contact with the 
lower oven unit. The oven floor is 
flush with the bottom of the oven 
door line, and is on line with the oven 
door when the door is open. No space 
is taken up by the oven unit in the 
oven, resulting in greater height to 
the working space inside the oven. 
The finished in a 


oven lining Is 





See preceding page for illustrations 
of Estate Electric Ranges in Jade 


Green and Mandarin Red. 





mottled enamel on hoth sides, making 
the oven rust-proof. All corners of 
the oven are rounded. The oven is 
heavily insulated, the insulation being 
held in place by an inner wall which 
is independent of the outside panels. 
These outside panels can be removed 
and replaced without disturbing the 
insulation. The oven floors, oven 
ledges and all oven units are easily 
removable for cleaning or repairs. 


SWITCHES—All_ switches are of the 
reciprocating type. 


APPLIANCE RECEPTACLE—An appli- 
ance receptacle is provided on the end 
of the range. 


SURFACE UNITS—The ranges are reg- 
ularly furnished with open-type units. 
Knelosed units will be furnished when 
ordered. 


SER VICING—Every part of the range 
is easily accessible for servicing. 
By removing the switch panel. 
the fuses, all wiring to switches 
and relay for temperature con- 
trol are easily accessible. 
AND 
MANY 
OTHERS! 
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Why PriMA is a Big Seller 


Next to efficiency, women today demand 
beauty in an Electric Washer. That is why the New 
Model PRIMA appeals to them with its duotone 
green lustrous finish, its extra large nickel-plated 
tub and clean-cut lines. Women approve of the 
PRIMA and their approval means money in your 
pocket! 








AGITATOR 
Electric Washer 


Here is a new, improved model PRIMA Agitator 
Electric Washer that is without question the outstanding washer 
achievement of the year. The thousands of PRIMA dealers 
who have found the PRIMA a big seller in the past will most 
certainly break all sales records during the coming season, for 
never before have we been able to offer a machine with such 
universally popular features as are to be found in the new PRIMA. 


Features that SELL the Prima 


PET is BS Ceca 











SST 


When dealers tell us that the PRIMA sells on sight 
they mean exactly what they say! The New PRIMA is the 
Electric Washer that thousands of women have always wanted — 
without question one of the most durable, most beautiful and 
most efficient washing machines ever built! 


New Prima 


2 


1. NEVERCRUSH ~. 


Shean Wringer 


The patented NEVERCRUSH 
Electric Wringer is one of PRIMA’S 
big selling points. This marvelous 
wringer—standard equipment only 
on the PRIMA Washer — absolutely 
cannot break buttons, no matter how 
fragile they may be. Think of it! 
This unusual feature alone has sold 
many PRIMAS! 


Electric PUMP 


The new PRIMA Electric 
Pump eliminates all drudgery and 
inconvenience! A touch on the lever 
empties all water from the PRIMA 
after use. No more lifting pails of 
water. Drainage is automatic with 
this efficient, fool-proof pump. Just 
another feature that makes PRIMA 
an easy seller! 








3. Steel Panel Construction 


PRIMA engineers have made it easier than ever before for 
dealers to recondition PRIMA Washers. The New Model PRIMA, in addition 
to its everlasting heavy copper tub, is constructed with an outer jacket of 
steel, in sections, with each section removable individually, simply by loosening 
a few bolts. 


A Real Opportunity for YOU 


GEA eee ie NS te si Pe TANIA by rosa i gOS aot | 
Here is an opportunity for you to join the thousands of new 
dealers who will be taking on the New Model PRIMA this season. This is a 
washer that incorporates the famous AGITATOR principle of agitation—a 
machine that brings dealers big dollar margins, quick turnover and rapid 
sales. Read the announcement on the following page! 


PRIMA MANUFACTURING CoO. 


INCORPORATED 


SIDNEY, OHIO 











Bigger Profits Now 


Than Ever Before For 


Every Prima Dealer. 


POET o. wait 


The enthusiastic response we have received from dealers 
who have already seen the New Model PRIMA convinces us that this 
will be the biggest year PRIMA has ever experienced — with sales exceed - 
ing even those of last year! You have never seen an Electric Washer 
just like the New PRIMA. When you see it you will readily understand 
why we are increasing production on a quantity basis to take care of 
the demand that promises to surpasses all previous sales records! 


Liberal Discount to Dealers 


We are in a position to offer extremely liberal discounts to dealers who 
meet our standards and requirements. Every PRIMA dealer makes a generous 
profit on every PRIMA Washer he sells, and this is doubly significant in view of 
the fact that we are now bringing out a NEW MODEL that excels in so many new, 
exclusive features. 


Territory Still Open 


In spite of the fact that there is a strong selling organization backing 
the NEW PRIMA, there are still some very desirable open territories available for 
dealers who are interested in obtaining a PRIMA franchise. 


It will Pay You to Act at Once! 


The NEW MODEL PRIMA is now coming on the market! Now is 


the time to act! The prospective dealers who respond FIRST to this announcement 
will receive our primary consideration. Act at once! Don’t put this matter off until 
‘it is too late! 


Mail this Coupon Today |= 


We urge you to take prompt action, for 
only a few new sales outlets will be considered 
at this time. Mail this handy coupon today! 
It puts you under no obligation. It is merely a 
request for further information on the PRIMA 
franchise, complete details of the NEW MODEL 
PRIMA Agitator Electric Washer, liberal com- 
missions and other important data which we 
cannot mention here for lack of space. Merely 
sign your name and address and get this Special 
Coupon off to us today! 





SIDNEY, OHIO 


obligation, 


Name 














LMAO 


NEVERCRUSH ‘Wringer 
The patented construction of the 
famous NEVERCRUSH Electric Wringer 
absolutely prevents it from breaking even 
the most fragile buttons. The NEVER- 
CRUSH wrings thoroughly, safely and © 
efficiently both the heaviest blankets and the 

sheerest lingerie — without readjustment i 





The new PRIMA Electric PUMP is 
one of the most simple, most efficient pumps 
ever installed on an Electric Washer. Note 
its compact construction and extra margin 
of strength in every part. A touch of the lever 
empties the new PRIMA automatically after 
use. An added refinement on a truly marvel- 
Ous machine. 


MSIL 


Spada Todas Offer 
COUPON 


PRIMA MFG. CO., Inc. 


Dept. 5116 


GENTLEMEN: Please send me, without the slightest 
complete details on the NEW MODEL 
PRIMA Agitator Electric Washer, Liberal Commissions, 
and tell me how I can obtain the franchise in my territory. 





Address. 





City 


State. 
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Tue new Liberty 
Hot Plates in marble- 
ized colors—beautiful, 
splendid colors caught 
—held in everlasting 
baked vitreous enamel. 
Shown here is the 
green—they also come 
in entrancing reds and 
yellows. 

Picture them in your dis- 


play room—think of how 
they’ll sell. 























NO. 404E 


HOT wa PLATE 


$10.65 Retail 


HO ever thought of heavy load from a hotplate? Who ever conceived of it 
as a real load builder? 


But, look at the figures below—figures compiled from a questionnaire sent to 450 
users of five types of Liberty Hot Plates. 


This is what we found out— 


The average current consumption of the five Liberty Hot Plates pe: day 
is as follows: 











watts ) KW 
No. hour min. per day | [ per mon, 
701 i 45 875 | 26.25 
601 2 03 1127 | 33.81 
2-H 2 20 1180 or 4 35.40 
3- 1 50 1210 | 36.30 
5-H Z 30 2550 | | 76.50 
Average Z nS 1378 J 41.34 
The 2-H and 5-H Hot Plates are computed on the basis of operating on high | eat 


60% of the time, on medium 30% of the time. 
as a steady revenue producer for Service Companies, the average Liberty H ot Plate is: 


12 times that of an Electric Washer, + times that of an Electric Hand Iron, 12 times 
that of an Electric Ironing Machine, Equal to an Electric Refrigerator. 


—and a Liberty Hot Plate is far easier to sell than any of these! 


In the replies to the questionnaire, we obtained a lot of additional interesting ‘nforma- 
tion. Send for complete data. 


Dealers have always found Liberty Hot Plates good sellers—good profit makeis— now 
it shows up as a real load builder for the central station. 


“World’s Largest Makers of Electrical Hot Plates” 
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Get the RIMCO Line 


to hold your 
customers 


When a customer returns defective appli- 
ances you can always get satisfaction from 
the manufacturer but you can’t get that 
customer back in your store. 























Get the Rimco line to keep your custo- 
mers and your reputation. 





Rimco household appliances are “quality” 
through and through. 


The highest grade Nichrome wire heat- 
ing element—Madagascar Mica High 
Grade Cords—but no picture can show 
these things and any manufacturer can 
claim them. 


The best test is the service they give to 
your customer and every Rimco product 
will stand the test. 














ROCK ISLAND MEG. CO. (e 
Rock Island, Ill. » 


New York, 113 Chambers St. @) 
San Francisco, 718 Mission St. G 
Chicago, 215 North Desplaines St. Ay 


Toaster 
No. 10-A 





— y * 
, 
~ > 


Waffle Mold No. 388-A No. 95-A Colonial Percolator 


~RIMCOyW 


HOUSEHOLD ELECTRICAL APPLIANCES 





i i i, Oe. ee 
Improved B.O.E. Electric Iron No. 1-F 
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The Tape that Serves Like a 
~ » Solid Coupling 


The tacky rubber coating, specially compounded by Firestone chemists, fuses 
the coil of tape into a single weather-proof, heat-proof, current-proof jacket. 
The remarkable aging qualities of this compound preserve the insulating prop- 
TheMark erties of the tape through many months of service. You can check up these 
of Quality advantages in your own laboratory. Firestone standards are well above com- 
mercial specifications. Sold in bulk for shop use, and in attractive display 
cartons for the retail counter. Write the nearest Firestone Branch or the Home 
Office, at Akron, Ohio, for prices and specifications. 


en | 
irestone 

| FRICTION TAPE 
AMERICANS SHOULD PRODUCE THEIR OWN RUBBER ermeyiSrrron 


oy 
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A bAste IMPROVEMENT IN 
TABLE APPLIANCES 


One year ago eManning, Bowman & Company 
offered the first few items plated in Aranium— 
the plate that does not tarnish. This was the 
pioneer effort of this kind in the table appliance 
field. Since that time there have been additions 
to the line and improvements in its manufacture. 
cAranium will be largely advertised this year. 

K1617 When people realize what it is, and what it does 
Waflle Iron —they want it. 


XM RANIUM 


{ TRADE-MARK ] 


THE PLATE THAT DOES NOT TARNISH 








cAranium is the eAManning - Bowman 
standard of Chrome plate. AAranium will 
not tarnish, stain or corrode. It will keep 
heating appliances in use after they are 
sold, for it is no more work to take care 
of a piece of Aranium, than it is a piece 
of china. 










There is no stock deterioration with 
cAranium. 


You can sell cAranium merchan- 
dise with a free heart — because 
you know it will stand up. 


Ask your nearest e7anning Bow- 
man distributor or write us direct. 





K4320/9 
Dunster Pattern Electric Coffee Service 





MANNING, BOWMAN & CO.. MERIDEN. CONN. 


NEW YORK CHICAGO SAN FRANCISCO 
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There’s a place for a “‘DORMEYER?” Electric House- 
hold Beater in every modern kitchen in your territory. 
The “DORMEYER” is a practical work and ‘time 
saver that women want. Just as practical as the vac- 
uum cleaner, the electric toaster, the electric iron and 
a score of other modern appliances that you are now 


selling. AND SALES PROVE IT. 


The “DORMEYER” Electric Household Beater is 
the only direct application of a motor to the household 
beater—a device that is used in every home. It Saves 
Aching Arms, Numbed Wrists and Bruised Hands. 
Can be used for a dozen kitchen duties. Beats, whips, 
and mixes Waflles, Souffle, Pop-overs, Mayonnaise, 
French Dressing, Custard, Malted Milk, Candy, 


Frosting, etc., more thoroughly and more quickly than 
the old way. 








Easy to handle, weighs but 314 lbs. Easy to clean, 
8 double acting blades of improved Dover Design 
quickly and easily detachable from motor and handle. 
Powered with a 110 volt Hamilton Beach Universal 
motor. Guaranteed electrically and mechanically. 
Attaches to any light socket. 


Central Stations, Department Stores, Electrical 
Dealers and Hardware Merchants who have stocked 
“DORMEYER” Electric Household Beaters are 
building a large increasing volume of business as evi- 
denced by repeat orders. These sales point to a profit 
headliner for YOU. Write for complete information, 
discounts and advertising helps. 








PE PI oo 4 his sswcaeneees $20.00 
Peper r rrr rer re $22.50 


THE MacLEOD MEG. CO., Inc. 
2642 Greenview Avenue, CHICAGO 
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ROCKBESTOS PRODUCTS 


Cc O R P O R A T It O N 


NEW HAVEN, CONN. : 
5942 Grand Central Term. Bldg., New York 465 Union Trust Blidg., Pittsburgh, Pa. 224 Madison Term. Bldg., Chicago 
On the Pacific Coast—C. Dent Slaughter 
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HEATER CORD 


A bit of Rockbestos *‘ 3000” 
Heater Cord History 


Just about a year ago Rockbestos “3000” Heater 
Cord was brought out. It was claimed by us that 
no finer heater cord was made than “3000.” 





This letter is indication of the general perform- i 
ance of Rockbestos “3000.” ou will be wel- 


come at our booth 
No. 267 at the 


If you make an electric appliance using heater pane vgn P= 
cord, we want to send you a sample of Rock- City, June 4-9. 





bestos ‘‘3000.” 


Appliances Not In Use 
Produce No Load 


Heater cord failure is considered one of the 
primary reasons for inactive appliances. 


Rockbestos “3000” will not fail. Made on an 
entirely new principle, it is strong, tough, and 
will endure. It will not kink. 

It costs more than ordinary heater cord, and is 


worth it. But Rockbestos “3000” is not ordinary 
cord. 


i 


D 
lh Hl 


Replacements made with ‘3000” will remain 
active, and keep the load going. Samples for test 
sent on request, with prices if you will name 
your requirements. 


ROCKBESTOS PRODUCTS 
¢c O R PO RATION 


NEW HAVEN, CONN. 
$942 Grand Central Term. Bldg., New York 465 Union Trust Bidg., Pittsburgh, Pa. 224 Madison Term. Bldg., Chicago 
On the Pacific Coast—C. Dent Slaughter 
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Our Gift to 
You 


i Be 


re AR a somal 
ET EN a IS oS 


heating element, guaran- 
teed for a lifetime of 


: 
$2.50 Boudoir Iron : 
The Dover Boudoir Iron i 
is a Junior model of the ¢ 
Lady Dover. Handy for * 
traveling, and light iron- Fe 
ing, weighs 244 pounds. ¥ 
This iron has the Vea & 
patented no-burn-out ; 


service. Price, when sold 
separately $2.50; this 
wonderful iron is our gift 
to everyone who buys a 
Dover Percolator. 





























Two Central 
Campaign Records 


INETEEN thousand Percolators—714,% of the 
meters—in two weeks. Seven thousand, five hun- 
dred Electric [rons in one month. 





























These are the records of two central stations using 
DOVER Percolators and Irons. 


The Central [llinois Public Service Co. sold the Irons; 
the New York Power & Light Corp. sold the Percolators. 


> Phenomenal records, they are striking testimony of the 


Dover Table fei ator Quality of DOVER Products—and the remarkable efh- 
ciency of DOVER Merchandising helps. 


Any Central Station desiring the quickest road to load 
building sales, will find it well worth while to get the 
details of these campaigns, and of DOVER Co. opera: 
tion. Write today. 


THE DOVER MANI 


DOVER: |OF 
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Lady Dover’s 
Gift to You 


$2.50 Percolator 


Coffee made the exclusive 
Dover way is made as all — 
real authorities recom- 
mend—does it quickly— 
and keeps it piping hot 
for half an hour. 


Avoids bitter, harsh flavor. 
Easy to keep sweet and 
clean. 


This beautiful $2.50 Alu- 
minum four-cup size 
Dover Percolator comes 
free with every Lady 
Dover Iron. 























Stations Hang Up 
With Dover’s Help 




















N design, finish—in every part and assembly, 


DOVER Products bespeak quality. 
Every DOVER Product is beautiful—makes a splendid 


appearance in the display room—incites a desire to 
possess in every beholder. 


Every DOVER Product has the Vea No-Burn-Out heat- 
ing element—guaranteed for a lifetime, the good will you 
build with Dover Products is good will that lasts a life- 
time, a DOVER product gives life-long service. Every 
DOVER product is a booster of Central Station Service! 


We replace free any burned out element without ques- 
tion. 


MEET THE DOVER CROWD 
AT BOOTHS 388 AND 390 








ELECTRICAL 
‘THAT WILL NOT BURN OUT 


\IUFACTURING CO, 


ER,JOHIO, U. S. A. 











178 ELECTRICAL MERCHANDISING Vol.39, No.6 


Better 
























Selling 


an appliance is made easier when the 
customer can be shown the Tirex 
Portable Cord used for attaching it to 
the source of power. It shows that the 
manufacturer has been particular to see 
that to the last detail, the appliance has 
been made with the idea of rendering 
service and of building good will. 





Floor Scrubber 
and Polisher 








Electric — 


lroner The best equipped devices are always the 


best sellers and Tirex Portable Cord for 
heavy duty and Tirex SJ for lighter duty 
applications are an added selling feature 
for every good appliance. 




















Many manufacturers, having tried Tirex 
Portable Cord and Tirex SJ cord, now 
regularly equip their appliances with it. 





lee Cream Freezer 
and Buffer 
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Appliances 







‘at 
i | 
Ta 


Servicing 


Central Station Commercial Managers who 
are faced with a problem of excessive service 
calls, loss of load because appliances are not 
being used and failure to increase sales be- 
cause of cord difficulties, will find their 
troubles vanish where Tirex Portable Cord 
and Tirex SJ Cord are used. The best feature 
of either cord is long life. Because of this fact, 
it does away with service charges due to cord 
failures. 


Tirex SJ Cord is made like Tirex Portable 
Cord, the only difference being that Tirex SJ 


is listed only in sizes No. 16 and No. 18 and Eleetric 
that it is lighter in weight and smaller in Refrigerator 
diameter. | 


These cords are invaluable aids to dealers in 
making sales and to central stations since they 
keep appliances in operation and not in the 
central station service departments. 


Write for samples and prices. 


SIMPLEX WIRE & CABLE © 


MANUFACTURERS 
201 DEVONSHIRE ST., BOSTON. 


BRANCH SALES OFFICES 
CHICAGO, 564 W. Monroe St. SAN FRANCISCO, 390 Fourth St. 
NEW YORK, 1328 B’way CLEVELAND, 2019 Union Trust Bldg. 
JACKSONVILLE, 1010 Barnett Nat’! Bank Bldg. 









Office E uipment - 
Dictaphones - 
Adding Machines 








Drop Lights 


h } | 
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«..q problem? Heat Control or Relay?’ 


a 


for full details. 


THE WILCOLATOR COMPANY 








—to eliminate “service” expense 


—use the Wilcolator Type “R” Relay. Its 
sturdy mechanical and electrical design makes 
it a dependable, fool-proof unit that requires 
no attention after installation. 


Sturdy contact supports, heavy copper con- 
tactor, large silver contacts, absence of flexible 
leads, maximum ventilation and full-floating 
pivoted armature insure dependability. Write 





WILGOLATO 


—to increase Range sales 


Give better range performance. Equip 
your Ranges with the Wilcolator—the 
perfect Electric Oven Heat Control. 


The most important advance in Oven 
Heat Control in recent years is the Wilco- 
lator Balanced Load Switch Cireuit— 
further evidence of Wilcolator’s leader- 
ship. 


Your inquiry will bring our story. 





—liquids and vapors 
—between 30° F. and 550° F. 


are. positively and accurately con- 
trolled, within 5° F. plus or 
minus, by the easily installed, 
simply operated and reliable Wil- 
colator Immersion Thermostat. 








17-23 NEVADA ST., NEWARK, N. J 


| 
9 
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e HIS month a rich feast will be spread before electrical 
THE WEDI ‘ N yon merchandise men—the National Electric Light 
JA ee a DT [G> Association Convention and Exhibition. In Atlantic City 
PR“ v7. ie aA the commercial and merchandising achievements of the 
CAKE WAS_HEAVY 


industry during the past year will be presented and dis- 


2 > oe ao c 7 Ww: r ; . 
BUT THE €ANDLES penser = ei oe see ape best 
aah tee Cae © bow ined’ 2. inking on the problems of electrical selling. In addition 
MADE If LIGNT DB to the Convention sessions, crowded with ‘‘meaty”’ 
reports, addresses, discussions and plans, there will be the 


Convention exhibits. A large number of electrical 


manufacturers will display their wares for four short days 
in the Exhibition Hall. 


Here certainly is a wealth of nourishment—but how is 
the poor delegate going to digest it all? 


Fortunately, the staff of Electrical Merchandising will 
attend and report the N. E. L. A. Convention and 
Exhibition. While the delegate is scurrying around 
trying to get in all the sessions and see all the displays, 
Electrical Merchandising’s trained editors, working on a 
carefully planned schedule, will report the Convention 
and Exhibition in their entirety. Andin the July Conven- 
tion Report issue of Electrical Merchandising. 

Earl E. Whitehorne, Frank B. Rae, Jr., L. E. Moffatt 
and other experts will present to 17,000 electrical men all 
over the country a report of everything worth while at 
the Convention and Exhibition. 


After all, Electrical Merchandising every month in its 
editorial pages is a Convention of the best ideas on 
electrical selling. And logically its advertising pages are a 
monthly Exhibition in which manufacturers of electrical 
appliances, fixtures, merchandise, lamps and supplies 
profitably display their wares. 


Electrical Merchandising’s July N. E. L. A. Convention 
Report will be an admirable medium for any manufac- 


turer’s sales message. Its advertising forms close on 
June 15th. 


Electrical Merchandising 
—a McGraw-Hill Publication, 


473 Tenth Avenue New York City 
Member ABC ABP 
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THE TRADE MARK KNOWN IN EVERY HOME 


LANDERS. FRARY & CLARK. NEW BRITAIN. CONN. 


or all year around business 


The powerful sales appeal of UNIVERSAL Electric Ranges has long been recognized 
by Central Stations and Electric Dealers. New 1928 models possess the maximum 
degree of efficiency in electric ranges of today. Rightly priced and requiring little or 
no servicing, they win the complete confidence and enthusiasm of housewives every- 
where. Efficiency in operation, beauty of line and design, as well as quality of con- 
struction, make UNIVERSAL the outstanding Electric Ranges of today. 


WHY THEY’RE SO POPULAR 


1 Furnished with interchangeable hot plates Compactly built to take up the minimum of 
* (open or closed type, as desired) and two ® space, yet with full oven capacity. 

oven units, each of which is separately fused, non- 

warping and of long life. All terminals protected 4 


: : Hs The fastest oven on the market, reaching a 
by over-sized current carrying capacities. 


® baking temperature in ten minutes. Thickly 


: ; insulated refrigerator type door. Rust-proof oven 
y 4 Equipped with accurate Oven Temperature lining. 


® Control checked by handy Pilot Light Tem- 
perature Indicator, easily seen yards away. No 
relays or circuit breakers involved. No coil or 
contacts to burn out. 


Made with sanitary cooking top—oven flue 

® connection in back—appliance receptacle at 

side. Reversible three heat heavy duty switches. 

Finished in Full Porcelain White Enamel with 

French Gray Porcelain Enamel Trimmings—others 
in Plain Black Enamel with Nickel Trim. 


Warehouse stocks at convenient points 


Make your load increase steady and assured 
by building your Public Relations around 
UNIVERSAL Products 
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THERE’S A REASON WHY 
The New Scientific 


Onderson Pitt HEATER 


SELLS 
Graphically here it is— 








The Old Wa 


snahiaPed. e heat is concent?atedmgimilar 
our automobile headlight—uncomfortably@got 
ed area. 









mostly overheats a 
to the light 
Over dob 






O O10 sPontably sell Anderson- 


: 74 

\ Pitt Electric Heaters. No matter what 

your experience has been with other 
types of heaters, here is a heater that can be 
sold and sold at a profit. You can offer your 
customers a means of obtaining even heat dis- 
tribution never heretofore obtained. You are 
afforded demonstration possibilities you would 
hardly believe possible. Many Light and Power 
Companies and Electrical Dealers have proven 
conclusively that with the Anderson-Pitt 
Heater they can positively revive their heater 





ay AN/ ay 
even with the small size, covers two people all over when seated 


side by side six or seven feet in front of an Anderson-Pitt Heater. 
No intensive hot spot but ample heat for comfort over the entire 











business. We will gladly prove to your satis- 
faction that the above statements are facts. A 
positive demonstration will be made wherever 
at all possible. 


Write for complete information on these new 
Anderson-Pitt heaters—explaining merchandis- 
ing possibilities and proof of its correct scien- 
tific design. 


body. Why—because practically the entire heating element is in the 
focal plane of the reflector and facing the reflector, thereby control- 
ling and utilizing all heat generated. 


Made in four sizes— 


No. 612—12 inch, 660 watts, 110-120 volts. 


No. A612S-12 inch, 660 watts, 110-120 volts, mounted on high univer- 
sally adjustable stand. 


No. 914——14 inch, 1000 watts, 110-120 volts. 
No. 2914——{14 inch, 1000 watts, 220-240 volts. 


THE ANDERSON-PITT CORPORATION 


209 Goodrich Place 


KANSAS CITY, MO. 
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Be Safe— 


by making sure that 


the heating element is 
‘“‘Nichrome.”’ 


Be Sure— 


you know in advance 
of receipt that it is 
‘“‘Nichrome” by speci- 
fying on your order 
“Heating element to 
be ‘Nichrome’ — the 
Driver-Harris_ wire’’ 


Because— 


your future business 
depends on the satis- 
factory service of an 
appliance. 


Read under the 
Driver-Harris signa- 
ture the reason why 
‘“Nichrome” gives 
superior service. 














And on 
this 
part 





—D-H Cord 
is the Better 
Heater Cord 























DRIVER~HARRIS COMPANY 


HARRISON, NEW JERSEY 
Chicago-Detroit-Morristown, N. J. England-France 
In Canada The B. Greening Wire Co., Ltd., Hamilton 
Through a generation of research and 
development this company has built 
solidly until today it operates the largest 
plant in the world devoted to alloy 





products. 





By operating its own melting furnaces— 


Pigh Temperature Service 


by owning its own rolling mill—by con- 
trolled check on every step of fabrication 


the wire for 
high heat and 
long life 


—it is logical that a much more uniform 
product results than would be the case 
if it depended upon an open market for 
such materials as it affords. 
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HERE you'll have all our new developments ofthe past =| EE Ae 
year or more—besides up-to-date listings of all your old Mya: Co., Hastesd, Coan, 
standbys in the H&H line of Switches and Wiring Devices. Cteatimoe 
The stuff successful jobs will be built around this year, ; 


SEND ME an early 
and for years to come. copy of your new 


The contents of this new book are calculated to give you “Catalogue T.”” 
every advantage in Quality at the prices listed. You'll be 
able to meet competitive bids with material above the 
competitive class, in point of service to your customers. Street a2d NO. ceevnenerenerern 


To make sure you'll get an early copy of the Catalogue, 
fill in the Coupon at right; mail it today if possible. 


THE HART6.HEGEMAN MFG. C 


HARTFORD, CONN. MAKERS OF ELECTRIC SWITCHES SINCEI890 


Name 


Town & State 
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and Time and 


The electric range and electrical appliances in general are 
important factors in the load building program of every 
central station. 


It is important, therefore, that the construction of these 
appliances shall be such that continuous use be assured 
and excessive servicing be eliminated. 


“Diamond H” Heater Switches are the acknowledged lead- 
ers in the heater switch field. This well earned reputation 


There is a “Diamond H” Switch for every appliance need. 
Here are listed some of the principal types used on Electric 
Ranges and appliances. 


1849 Single Pole, Series Parallel, Range Switch for mounting to 
range switch front plate. Mechanism completely enclosed 
in porcelain base. 


18354 Selective Three Heat, Single pole reciprocating switch with 
offset fuse for Bus bar mounting. 


1600 Fused Convenience Outlet. 
18191 Round base Heater Switch for sub panel mounting. 
1863 Single Pole Series Parallel Range Switch. Block type. 
1042915 Timer for Electric Range Oven Heat Control. 

















A 


18191 1863 1042915 





THE HART MANUFACTURING CO. 
HARTFORD, CONN. 


DIAMOND H SWITCHES 
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Temperature Control 


is due not only to the high grade mechanical construction 
and care exercised in the production of each switch, but to 
the study and research that the pioneer switch builder has 
made of the needs of the industry, which has enabled this 
company to initiate the very latest developments. 


The leading range manufacturers of the world are num- 
bered among the customers of the Hart Mfg. Co. and 
“Diamond H” Heater Switches on an electric range or 
appliance stamp this appliance as superior. 


17192 Load Balancing Switch for Electric Ranges. 
1794 Heavy Duty Heater Switch, with Bakelight cover 
for Commercial Electric Ranges and Water 
Heaters. 
18181 Block type Switch for Bus bar mounting. Fused 
type. 
104081 — for Electric Range Oven Heat Con- 
trol. 
1712 Heater Switch for Hot Plates and small heating 
appliances. 
Type C Reiay for Electric Range Temperature Control. 





A copy of our Heater Switch Manual will be sent on request. 











1712 


Come and see us—Booth 237, N. E. L. A. Convention 104081 
Atlantic City, June 4-9. 


Type C Relay 


THE HART MANUFACTURING CO. 
HARTFORD, CONN. 


DIAMOND SWITCHES 
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Achievement 


During 1927, newcomers to the ranks 
of users of American electric utility 
service have raised the membership 
to a total of more than 21,000,000 
customers. 


The electrical industry now has a 
capital investment of approximately 
$9,000,000,000, and its securities are 


owned by more than three million 

individuals. 

Over $900,000,000 will be spent this 

year by the electric utility companies | 
composing this industry for the ex- 


pansion and improvement of electric 
service to the homes and industries 
of our land. 





So reads the latest page from the rec- 
ords of an industry whose service has 
made so salient a contribution toward 
establishing America supreme among 
the nations of the earth. 


BROOKLYN EoIson COMPANY 


BROOKLYN, N. Y. 
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Timken Bearings 


Cut the Grass 


It’s nothing more than walking 
exercise to cut the grass with 
the Timken-equipped Coldwell 
electric mower. Its Timken Bear- 
ings, like its electrical operation, 
are a sign of its thoroughly 
modern design. 


Whether a home utility is opera- 
ted by man-power or horse- 
power, Timken Bearings are sure 
to make it work better and sell 
faster. 


You know the technical details 
of Timken thrust and shock 
capacity, Timken simplicity, and 
Timken anti-friction qualities. 


Your customers know that they 
don’t have to worry about 
mechanics and endurance when 
you say “Timken-Equipped”’. 


THE TIMKEN ROLLER BEARING CO. 
© AN F © N, oOo H | Oo 





RINGS 


A Timken-Equipped 
product of the Cold- 
well Lawn Mower 
Co., Newburgh, N.Y. 
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11. 


12. 


12 potnts 


for Dim-a-lite 


. Fits any socket. 

. Uses any bulb. 

- Used in every room. 
- Enclosed chains. 

- Insulated chain pulls. 
. Perfect ventilation. 

- Uno shade holder 


thread. 


. Fits under any shade. 
. Trouble-proof. 
. Approved by the 


Underwriters. 
Nationally adver- 
tised. 
Unconditionally 
guaranteed. 





















New York, N. Y. 
Hatheway & Co., Inc., 16-22 Hudson St. 
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DIM YOUR AND 
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= SAVE CURRENT pau 








$5.25 






| pecs price. An improved aimming device. A new display card in 
attention-getting red. New, attractive folders for your distribution. 
These are four things DIM-A-LITE offers you now! 

DIM-A-LITE No. 23 is superior to anything onthe market. Because it is 
better, you will get the quicker turnover and greater profits, and your 
customers will be better satisfied! 

Put the red display cards in your window and on your counter. Suggest 
DIM-A-LITE as a necessary accessory for halls, bedrooms, bathrooms, 
kitchens, nurseries—one DIM-A-LITE for each! When your customer asks 
for a low-watt bulb, sell a high-watt bulb avd DIM-A-LITE. Then, your 
customer has all the advantages of high wattage and low wattage—and you 
have made 2 sales instead of 1! 

And, don’t forget to enclose the new DIM-A-LITE folder, ‘Makes Liv- 
ing Comfortable,’ ’with every monthly statement. Attractive. Easy to read. 
Tells the DIM-A-LITE story ina convincing way. FREE if you ask for 
them with your order. Write your jobber todav! 


WiRT(VomMPANY 


5221 Greene St. Philadelphia, Pa. 


Chicago, III. 
Geo. Richards & Co., 557 W. Monroe St. 





San Francisco, Calif. 
James J. Noble Co., 915 Bryant St. 




















10 on a card 


Your investment is less— 
your turnover is faster— 
your profit is more! 























<== Wirt and DIM-A-LITE fast- ~selling specialties 
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Less than two cents a year to service 
each of these 1,000 Premier cleaners: 


Y 





Read this letter from the 
Knoxville Power & Light Company 


PREMIER SERVICE COMPANY 
406 Bona Allen Building, 
Atlanta, Georgia. 


Attention: L. C. Sheddon 
Dear Mr. Sheddon: 


We have been selling Premier Duplex Cleaners as you know for about four 
years and have placed approximately a thousand of them on our lines. We 
find that Premier is excellent, as the service is exceedingly low per cleaner, 
being less than two cents per year for all of the cleaners we have out. All 
of our customers seem greatly satisfied with them and we make many sales 
during the year off the floor as customers come in and ask for the cleaner 
without demonstrations. 














e SoC) The new line has been explained to me and I can see no reason why the 
omyser ys L three motor-driven Premiers will not be entirely successful in this territory 
ic-up ie during the coming year. 


a Let us thank you for the service you have given us thru your office. 





Yours sincerely, 


(Signed) W. B. HARRIS 
WBH:EM Merchandise Manager 


Hundreds of Commercial Managers are just as 
enthusiastic about Premier performance as Mr. Harris 


Now in addition to the aristocrat of cleaners, the $60 Premier Duplex, 
there are two new Premier Cleaners—the $40.00 Premier Junior and the 
$20.00 Premier Pic-Up. 


These cleaners are what women want today. Never was the introduction 
of a complete line of products more timely. Now there’s a Premier for 
every purse and purpose. 


The Pic-Up is the best solution yet discovered for cleaning stair carpets, 
davenports, cushions, mattresses, draperies, and furniture and automobile 
upholstery. It operates as easily as an electric iron and weighs less. New 
—the industry has only stocked it a few months—yet repeat sales ‘ell 
the story. 


The Junior is selling so fast to smaller homes, apartments and bungalows, 


. C a $, small stores and offices that factory production is a problem. 
op mier 40 


UNIOP kei, ees And the Duplex continues its brilliant sales record. 


of the Rockies) 














All three cleaners have the famous double-action—super-suction and a 
motor-driven brush. Both motor and brush are mounted in ball-bearings 
—they never need oiling. 


Make fullest use of Premier Displays and sales helps. If you are not hand- 
ling Premier Cleaners, send the coupon for full information on this line 
of big-profit, fast-selling merchandise. 





ELECTRIC VACUUM CLEANER CO., INC. 
Cleveland, Ohio 


Distributed and serviced throughout the United States by the 
Premier Service Company, with branches in all leading cities. 


Manufactured and distributed in Canada by the Premier Vacuum 
Cleaner Co., Ltd., General Offices, Toronto. 


Sold over the entire world, outside of the U. S. and Canada, by the 
International General Electric Co., Inc., Schenectady, New York. 


Se eee ee ee ee ae en ee i 


\ | ELECTRIC VACUUM CLEANER CO., INC. | 
v Dept.706, Cleveland, Ohio u 


salle \ U" Please send me full information on the Complete New Premier Famity. | ! 4, 
” Wl Name f 











t 
ul ETON aod VARs ha oad a CaN de deo nca eu ne kas Bea aaeaeune bac adeasnaeaneees | —— 


v 
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*60 nee eee A ORO ann Oe Ee nS CE 


Pr ize winners in the Premier Window Display Contest will be an- 
tot eee nounced in the July issue of this magazine. ys 














| 
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THEY ALL FOLLOW 








N the development of the 
vacuum cleaner from its 
crude beginning as a carpet-cleaner 
to its present status as an all’round 
family appliance. Royal seized and 
hasalways held absoluteleadership. 


WH) 
wu 


The 
P. A. GEIER CO. 


540-560 East 105th Street 
Cleveland, Ohio, U. S. A. 
Manufactured in Canada by 


CONTINENTAL ELECTRIC CO., LTD. 
505-511 King Street, East, Toronto 


Lighting Com- © 
panies, especi- 
ally, should be 
keen to appreciate 
the advantage of 
selling an appliance 
that gives the customer 
the greatest service 
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ROYAL WAS. 
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First to adopt the conven- 
ient toggle switch. 


First to perfect the noz- 
zle to operate efficiently 
from rug-to-floor without 
adjustment. 


First to add the convenience 


of a handle lock. 


First to clean bare floor 
surfaces thoroughly — and 
get into corners. 


And—latest achieve- 
ment—first to develop 
a painting and spray- 
ing attachment for 
vacuum cleaners. 


First to supply a_ highly 
efficient floor polishing at- 
tachment at no extra cost. 











Royal has 
BETTER 
but has create LY 
for the vacuu 


The 
/ P. A. GEIER CO. 
/ / / 540-560 East 105th Street 
Cleveland, Ohio, U. S. A. —_— 


Manufactured in Canada by 
CONTINENTAL ELECTRIC CO., LOD: 
505-511 King Street, East, Toronto 


/ 
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Tf You Want 


Look into the 
New Cleaner 


Ohesto % 


There is nothing to really compare 
toPresto Jr. It is the “‘whiskbroom” 
size electric vacuum cleaner, weighs 
but 3% pounds. It’s light enough 
for one hand handling all day long. 


Gets Corners 


Presto Jr. gets the corners that big 
cleaners must neglect—and which 
can’t always be reached with cum- 
bersome accessories. Just check the 
few Presto Jr. uses shown here. 


Gets Dirt 


Presto Jr. has the same high suction 
design as expensive, big cleaners— 
the same motor driven brush that 
loosensdirt. This combination spells 
cleaning efficiency everywhere. 


Gets Sales 


And such a cleaner, as you can see 
is easy to demonstrate — and just 


as easy tosell. First put a connected _ 


Presto Jr. on a show case, for most 
folks do their own demonstrating 
—they sell themselves. Tell them 
the price and they leave your store 
with Presto Jr. beneath their arms. 


Use the coupon to the right for 
details. 


METAL SPECIALTIES 
MFG. CO. 


338-352 North Kedzie Ave. 
Chicago, Illinois 
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Tested and Approved 
wan 2688 
Good Housekeeping | 
Ko, e Institute «y 








XN 
See us at the 
N.E.L.A. Meeting 
in June at 


Atlantic City 











rn Cee eeeeeeeeeeeeeeeees 
7 GET THE BOOK 2 
a . 8 
2 “Making Record Sales of Vacuum Cleaners” §& 
a It illustrates the sales plans that are moving Presto Jr. to new turnover ' P 
> records—and it tells what Presto Jr. is and does. In the interests of in- s 
a creasing your store sales, mail this coupon today — it will bring you g 
a your copy of “Making Record Sales of Vacuum Cleaners.” . 
a 
° SWOT IN Meets 22s 5 fo 3 a aia ot ees eg ig oe ee ee a » 
a 
. LE a ee ea a eee ee EC Te . 
Be PRI s shsxsn sin siieninncndacnuinnavinweaeinuaaaaa ina = 
a 
a AF a a arn ical yb mln oe ape SCE ee meee ened a eres 7 
a Mail to: METAL SPECIALTIES MANUFACTURING COMPANY g 
B 338-352 North Kedzie Avenue, Chicago, Illinois % 
TTT TTT Teer Pee EPP LC Ce ee 
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Women are shrewd buyers / 











Sell quickly at $35 








Quality is inherent in everything that 
bears the G-E monogram. Now, here is 
a cleaner which carries the guarantee of 
General Electric and still sells for consid- 
erably less than any cleaner of comparable 
quality. No wonder it sells! 


Get familiar with its fourteen talking 
points. Demonstrate them — emphasize 
them. And then use this simple 
phrase to clinch your sale .... 
this cleaner is guaranteed by 
General Electric. 












5, 520 


ATTACHMENTS yy ®, Se 


Tested and approved by 
Good Housekeeping Insti- 
\ tute and by the Modern 
Priscilla Proving 

Plant. 


See 


¥ : 
; 
f ' 
. ~ 
% 
ey 


Merchandise Department 
General Electric Company 
Bridgeport, Connecticut 


GENERAL @ ELECTRIC 
Cleaner 


7 GENERAL ELECTRIC COMPANY ~~” BRIDGEPORT, CONNECTICUT 















MERCHANDISE DEPARTMENT 
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That is the leadership that solves the servicing 
problem—keeps users satisfied and builds dealer 
prestige. That in brief is the story of 








JEWEL 
The Cleaner that Sells on 


Store Demonstration 


Compare these advantages with those of any 
other cleaner regardless of price. 
1. Double action Floor Polisher (no extra charge). 
. Perfect Seal adjustment for all rugs, linoleums 
and bare floors. 
. Long nozzle points and low body construction to 
get into corners and under furniture. 
4. Guaranteed for two years. 
5. Approved by Good Housekeeping, the Under- 
writers’ Laboratories, Prudence Penny and other 
famous authorities. 


The same grade of workmanship that has made the 
name CLEMENTS the symbol of highest quality for 
the past eighteen years is found in CLEMENTS- 
Jewel. The added feature of the FREE Polisher 
makes it the leader in its class. Write for name of 
your nearest jobber. 


Vv 





tw 














3 The Lifetime Cleaner | 
CLEMENTS-Cadillac 


The master achievement of master craftsmen! 


A lifetime cleaner—incorporating entirely new principles 
of construction; the result of the rich Clements back- 
ground of eighteen years. Attractive profit on each sale! 
“Exclusive rights” available to the best type of merchant 
in each of the larger communities. 

If you have the ability to develop a volume cleaner busi- 
ness, we can show you—on Cadillac—the biggest profit 
opportunity available to any dealer today. 





ATTACHMENTS 
EXTRA 





Mechanical Excellence | 








Write now—while your territory is still open. 











4 


CLEMENTS CLEANERS COVER THE FIELD 


; Between the CLEMENTS Cadillac and the CLEMENTS Jewel the price range in 
1 the cleaner field is quite thoroughly covered, but if you are interested in some phase 
of the market not covered by these two, write us fully. We are here to make your 


dealership profitable. WRITE US TODAY. 
CLEMENTS MEG. CoO., 615 Fulton Street, Chicago 
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Such SUCCESS 





is seldom accorded an 


ELECTRIC CLEANER! 









De Luxe 


Ball-Bearing 


BEE-VAC 


(Maroon Bag) 


Consumer’s price 


$39.75 


Attachments, including 
fioor polisher and 


blower, $8.00 





Junior Brush 


Endorsed by housekeepers 
and autoists for “odd 


Consumer’s price 


$ 1 95° 


Model “G” 


Consumer’s price 


$7 9.50 


Attachments, $5.00 


Never before in Bee-Vac history have dealers been 
so frank and unreserved in their expressions of 
confidence and enthusiasm for the Bee-Vac Line. 


The values which it offers— the profit possibilities 
which it places in their hands— are so outstanding 
and unmatched that ‘they are today giving the 
Bee-Vac Line a measure of support that they have 
seldom accorded any other similar type of merch- 
andise. 


The DeLuxe Ball-Bearing Bee-Vac, selling at 
$39.75, has been a compelling factor in winning 
this warm allegiance. Embodying a larger and 
more powerful } hp. motor, which is ball-bearing 
equipped throughout, the De Luxe Model produces 
a suction power that is almost unbelievable. New 
floating brush gives contact with the rug at all 
times. New four-position nozzle adjusts to all 
thicknesses of rugs. 


The Model “G” Bee-Vac selling at $29.50, has 
proved its matchless performance and unfailing 
dependability through years of service in thousands 
of homes. 


The Bee-Vac Junior Brush at $19.50 retail, meets 
the needs of housewives and autoists for “‘odd job” 
cleaning in a way that places it clearly at the top 
among cleaners of this general type. 


Because the dealer who handles the Bee-Vac Line 
offers his trade something distinctly superior in 
cleaning performance and sturdy dependability, as 
well as in actual dollar for dollar value— he quickly 
finds the line a particularly desirable one to feature 
in his store. 


May we urge you to write for the attractive details 
of the Bee-Vac proposition? Birtman Electric 
Company, Dept. A318, 4140 Fullerton Ave., 
Chicago. 











tr BEE-VAC Line 


AN ELECTRIC CLEANER FOR EVERY POCKETBOOK 
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Heres Tre FI RST RIG GUN 


GET OUT YOUR NOMA LIGHTS 
TO CELEBRATE THE 


<b of JULY 


(AMERICAS BIRTHDAY ) 











NDEPENDENCE DAY! The birthday of our country. Anniver- To Leaders in Commuaity Life 





sary of that immortal day when the tolling of an historic bell This i ity to unite y' y 
told to anxious bearts that a great document had been signed. a celebration. Our nation’s greatest holiday should be a time of real 
great gesture had been made. and the colonies, for weal or woe, were Americanism. of a deeper appreciation of the ideals upon which our 
united in defiance of tyranny and in fealty to liberty! foundations were laid. Festoon your street with little twinkling Noma 











suggestions 
beve your Nomas—use them! This is the birthday of America. Corporation, 340 Hudson Street, New York City 


LL na arr tL 


Noma Lighs are the lutte bounty strings wy tnt etn ee 
1 Maz0 Langa endfor Chewtnastrem = at pot omy eon 

cand all festine decorations They are in- 

expensiae. Youcan string them up yourself Fiamee Me eotircs te Pow Joby 


N (OMA. -~LIGHTS 


E THEM FOR ALL CELEBRATIONS 











First of full page ads. appearing in the Saturday 
Evening Post, June 23rd and 30th. 


We will furnish mats free. 


We have prepared a series of very striking 
newspaper advertisements for insertion over 
your own name, telling your.\community to 
decorate for the Fourth. This isa community 
and a patriotic movement, as well as a sell- 
ing one for you. Get in line with it, 

Display. Advertise. Sell. 

Let us know how many free mats,\2 or 4 
columns by 140 lines, you can use. 


Noma Exectric CoRPORATION 
340-344 Hudson St., New York City 


Central Station Men 


Visit the Noma Exhibit, Booth No. 255, 257, 259, 
261, on the Million Dollar Pier, at the N. E. L. A. 
Convention, Atlantic City, June 4th to 8th. 








OF A 
YEAR ROUND 


CAMPAIGN 
TO MAKE 


NEW SALES 


FOR YOU 


\\ /E promised you a campaign to develop all- 
Y year uses for your Noma Lights. Our first 

‘great step is a nation-wide movement to use 
Noma Lights for celebrating the Fourth of July. 

Electrical Dealers and Service Stations everywhere 
are making displays of Noma red, white and blue lights 
as decorations for the house, the porch, the garden 
walls, trellises, hedges, to be lit up and shown/off the 
evening before and the night of the Fourth, 

We are telling people to come to you for suggestions 
on decorating. They will come to you also for replace- 
ments and additional Noma Outfits. 

Decorate your show windows with these twinkly 
little Mazpa lamps. Leavethem on at night, the weeks 
preceding the Fourth. Have a display of all your Noma 
Lights on a prominent counter. (If you’re short, send 
your order to your jobber at once, and he’ll get outfits 
to you in time.) Send for four eolor poster enlargements 
of this Saturday Evening Post ad, for display, if you 
have not réceived One. 

Cash in en this big campaign, which creates new uses 
and-will make new sales for you. 

Let’s all light up for the Fourth of July. 














NOMALIGHTS 


USE THEM FOR ALL CELEBRATIONS © 1928 N.E.C. 
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SWEEPER -/AC 
Most USeFut VacuuM CLEANER 
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= 
No other _ | Only the 
vacuum a | a = Sweeper- 
— cleaner — Vac has 
can do a | both a 
so much Vac-Mop 
housework '@ and Floor 
Polisher 
for 


hardwood | 
floors 







M.S.WRIGHT CO., WORCESTER, MASS. 
 (() i 




























~ Look inside ~ look underneat 
..and listen to it ! 
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RAMONE ATTIC 
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UR advertisement in the jim 2nd issue of The Saturday 

Evening Post carries the above headline and illustration. 
The same general appeal is found in all our national advertising 
..... advertising firmly built on a faith that invites comparison! 
Seventeen leading magazines, with over 23,000,000 circulation, 
will carry this advertisement in June. This circulation is greater 
than the total number of wired homes of the country! Such ad- 
vertising means worthy support for a worthy product! 


A) A A) a) A 
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After fifteen years of research the General Electric Company 
in June, 1927, announced the perfection of an entirely new 
design of a simplified electric refrigerator for use in the home. 


The refrigerator had to take its place in a crowded market 

.a market which was no place for a mechanical or adver- 
tising experiment. The product had to be right; the adver- 
tising had to be right; the merchandising had to be right. 


Sales for the first year were definitely forecast, and produc- 
tion, advertising and sales were planned to fit this forecast. 


The first advertisement announcing the new General Elec- 
tric Refrigerator brought 15,000 replies—not only from 
men and women who wanted to bzy it, but from merchants 
all over the country who wanted to sell it. 


That was a year ago. Today there are 80,000 General Elec- 
tric Refrigerators quietly doing their day’s work in the 
homes of America. This is an outstanding case in which 
long and diligent research has reacted almost instantaneously 
to the advantage of the electrical industry. 


Sales for the first year have far exceeded the high mark that 
was set when the sales plans were formulated. 


GENERAL QQ ELECTRIC 
Refrigerator 



































with great profit possibilities 
for central stations and dealers — 


su 
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There are obvious reasons why the General Electric Refrig- 
erator presents unusual possibilities for profit. It requires 
virtually no servicing because a// its mechanism is safely 
stowed away in a hermetically sealed steel casing. It has no 
drain pipes, belts, fans or stuffing boxes. 


And this makes installation a remarkably simple and speedy 
affair. The cabinet is put in the desired position; then the 
unit is merely lowered into the cabinet. It is just plugged 
into any convenience outlet ...and it starts! There is no 
plumbing, soldering, piping or wiring to be done... no 
drilling of holes in the floor or walls. 


This complete installation simplicity also eliminates the 
necessity for maintaining a service crew. In fact vo skilled 
labor is required. If necessary, any ove man can do it. 


Another outstanding reason why the General Electric 
Refrigerator presents unusual possibilities for profit... a 
recent publisher’s survey of the readers of a leading group 
of class magazines indicates that there is more new- buyer 
interest in the General Electric Refrigerator than in any 
other make on the market! 


GENERAL @)ELECTRIC 
Refrigerator 


SARTRE IRONS TRICE 4 sets 





























APPRECIATION 
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We realize that no small measure of the suc- 
cess that the General Electric Refrigerator 
enjoys today is due to the splendid cooper- 
ation it has received from the many central 
stations and dealers who have accepted it. 


We, therefore, take this opportunity to thank 
you for the important part you have played in 
our success ...a success based on your good- 
will and confidence, as well as the good-will 
and confidence won by the mechanical per- 
fection of the product itself. 


It is interesting to note that although the 
General Electric Refrigerator entered the 
market but twelve months ago, the majority 
of the Central Stations in the country are 
to-day merchandising this outstanding, 
revolutionary product! 


ELECTRIC REFRIGERATION DEPARTMENT 
of GENERAL ELECTRIC COMPANY 


Hanna Building Cleveland, Ohio 


GENERAL @QELECTRIC 
Refrigerator 
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told the real facts about refrigeration. 
These facts are being presented in the 
advertising of the Remarkable New Allison 
Electric Refrigerator, which started in 1'4- 
page space in colors, in Liberty of April 14th. 


Ft the first time, the public is being 


The public response, as well as that of the 
trade, was immediate and widespread. 


This advertising warns against the Danger 
Zone (temperatures over 50°), It offers refrig- 
eration that is safe beyond a shadow of 
doubt, in the Remarkable New Allison. It 
strikes a new note — the true note — in elec- 
tric refrigerator advertising and selling. Its 
outstanding success is already assured. A few 
territories are still open. Write or wire today. 


DOMESTIC ELECTRIC REFRIGERATOR CORP. 
2 W. 46th Street, New York, N. Y. 


N 
THE REMARKABLE NEW 


LLISON 





ublic 
respon 






































The small, highly-efficient 
Allison rotary compressor 
and motor are delivered 
installed in the Allison 
cabinet, ready to plug in 
for instant use. 




















N. E. L. A. 


At the Atlantic City 
Convention at Booths 
213, 215 and 217 see 
Servel in the modern 
Guild interiors, built 
to “life size” and in 
actual colors. 
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ELECTRIC 


Into the home with color 


VERY WOMAN who lives within trading distance of 
E vous store is interested in one thing: color in her home... 
particularly, color in her kitchen. Link a well-built, quality- 
finished product with this color idea and you are connecting 
with sales. 


Servel has done part of this job for you. Multitone color 
finishes, exclusively modern, are here. And Servel has retained 
a nationally known artist and authority on interior decoration 
to design—and paint in full color—nine kitchen settings show- 
ing the correct, modern use of color. 


These illustrations, each of which shows Servel in an attractive 
color arrangement, appear in full color in a new booklet just 
made available to Servel dealers. The text discusses good usage 
in color and gives the reader practical, working suggestions. 


In this, and other literature, and in national advertising Servel 
has identified itself with this modern color urge. Servel 
dealers, with planned selling, are riding this tide of interest 
and putting Servel into more kitchens than ever before. 
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REFRIGERATION 


Advertisin g that makes easier sales 


With double page, color advertisements in The Saturday 

Evening Post and Good Housekeeping Servel is linking 
its name with the vogue of modern color in the homes of your 
customers. 


To help you with your newspaper advertising, Servel 
2 offers a series of carefully planned, strikingly illustrated 
advertisements with generous space for your signature. Free 
mats of these are available—each ad in 3 sizes—5 cols x 15", 
4 cols x 12" and 3 cols x 9". 


Modern display cards in brilliant colors are ready for 
store, window and counter. 


A series of beautiful new booklets and folders are now 
ready. These will help to focus Servel interest on your store. HELPS 


Folders are now ready covering the use of Servel Electric yy), .4ated below are 


_J Refrigeration for groceries, restaurants, hotels,delicatessen same of the new ad- 
stores, florists’ shops, meat markets and clubs. Another at- —vertising items which 
tractive folder is on the new Servel water cooler, for offices help Servel dealers 
and industrial plants. build up real sales 
volume. For details, 
address Advertising 
Department, Servel 
Sales, Inc., Evansville, 
Indiana. 


Remember Servel carries the Seal of Approval of Good 

Housekeeping Institute. Just one more convincing proof 
of Servel quality and reliability. And a powerful sales argu- 
ment, too. 
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CEHY 


Outstanding Features 


that make | 


Frigidaire 


“the choice of 


HE Tu-Tone porcelain- 

enameled Frigidaire cabinets, 
with their beautifully etched, satin- 
finish hardware of new design, 
are fitting complements of modern 
kitchen schemes. So, too, are the 
companion models finished in 
white Duco. 

Self-contained and symmetrical, 
Frigidaire conforms readily toneat, 
practical kitchen arrangement. It 
can be built-in without needless 
sacrifice of space. Or placed 
where its flat top affords added 
shelf room. Or, through remote, 
concealed compressor installation, 
the lower part of the cabinet can 
be utilized for storage. 


the majority” 


Frigidaire is equipped with a 
cooling unit big enough, sturdy 
enough and powerful enough to 
keep food cold and freeze ice 
quickly at all times and under all 
conditions. It is dependable in 
performance and quiet in oper- 
ation. All working parts are 
readily accessible. 

Eighteen household models— 
ranging in size from five to eighteen 
cubic feet capacity—meet exactly 
the requirements of any home 
or apartment. All are designed 
to make housework easier and 
less fatiguing even to the detail 
of eliminating the necessity of 








Vol.39, No.6 





June, 1928 


ELECTRICAL 


MERCHANDISING 


209 























2 


CP Ne ae ee ; 



































extreme stooping by elevating 
food shelves to convenient, com- 
fortable heights. 

_ The Frigidaire unit system of 
refrigeration meets all commercial 
requirements, whether large or 
small, by single or multiple hook- 
ups. The Frigidaire Cooling Unit 
can be easily installed at moderate 
cost in any good ice-box. 


And so Frigidaire, with dis- 
tinctive beauty, flexible design, 
sound construction and a wide 
range of capacity, is adaptable to 
the needs of all customers. That 
is why there are more than half a 
million Frigidaires now in use in 
homes, hotels, hospitals and stores 
—more than all other electric 
refrigerators combined. 


FRIGIDAIRE CORPORATION, DAYTON, OHIO 


Subsidiary of General Motors Corporation 


Public Utilities Division, 1775 Broadway, New York City 


FRIGIDAIRE 


PROPUCT 


GENERAL MOTOR S 


See the Frigidaire Exhibit at the N.E. L.A. 
Convention, Atlantic City, June 4th to 8th 
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THE MASTER 
LINE IS 
COMPLETE 


TYPE RA 
Single Phase 
Repulsion-Induction 
45 H. P 


TYPE PA 

2 or 3 phase 

Squirrel Cage 
1/20 to 10 H. P. 


TYPE SA 
Split Phase 
4 H. P. 


TYPE DM 
Direct Current 


$5 H. P. 


Write for Complete 
Price Book 
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A Display 

Stand That 
Builds Your 
Motor Sales 


To get more motor business you, 
as a dealer should use the Master 
Motor Merchandiser. It’s new and 
different. A handsome window and 
floor display stand for your store 
that will throw the spotlight on 
Master Motors and Motor- 
Grinders. 

That means more sales. And the 
stand is ridiculously low in price. 
The first sale pays for it. After 


that it works for nothing as a silent 
salesman on the Master line. 


This is just the thing for you— 
strong, neat, practical, compact. 
Takes up less than two square feet 
of floor space. 


It fills a real need. 


Write us for complete details. 


Dayton, Ohio 


- 


ays LMMASTER 


ELECTRIC Co. 


The Master Motor 
Merchandiser 


THE MASTER ELECTRIC COMPANY 


STOCKS CARRIED IN PRINCIPAL CITIES 


MASTER “Rant? MOTORS 


Less than40° 
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So that delegates may 


KNOW 


the facilities at their disposal at | 
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Electrical Testing Laboratories 
. aed 80th Street onl @pp End Ave. “a 
y lest New York QI7/N.Y. 


Thirty years in the Service of the Electrical Industry 
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Refrigerator Manufacturers! 
ee 

best known 
companies in the 
Industry are users \ 
of Monel Metal trim. 
The race for leader: 
hip is won by manu: 
facturers who builc 
the highest quality pro- 
ducts—who build wit 


onel Meta 


Leading manufacturers of 
refrigerators are using Monel 
Metal trim because — 

1, tis permanently bright and 
attractive. 

2. It is easy to keep clean be- 
cause of its rust-immunity 
and corrosion-resistance. 

3,  Itssteel-like strength makes 
it hard to dent or scratch. 

4, Its surface never shows 
signs of wear—it has no 
coating to wear off. 

5, Its general good looks and 
ornamental value enhance 
appearance and salability. 

6, It is being advertised to 

American housewives 

through leading magazines. 

































Monel Metal trimmed refrigerator manufactured SEND FOR “LIST B’”? OF MONEL 
by the a oo CORP. METAL & NICKEL LITERATURE 
of Belding, Mich. 


Monel Metal will be exhibited at the N.E.L.A. Exposition, 
Atlantic City, N. J., June 4-8, 1928. 


THE INTERNATIONAL NICKEL COMPANY uncoZ, METAY \ 67 WALL STREET, NEW YORK,N. Y. 
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FONARD 


The Refrigerator Cabinet 
with 2% Million Users 


For Electricity or Ice 


With a yearly demand exceeding the combined output of the 
next two largest makers, the famous Leonard represents 
leadership achieved through 46 years of quality cabinet 
production. Whatever refrigerator you install—electric or 
ice—let the Cabinet be a Leonard. Its sturdy build and 


scientific insulation insure best results with greatest 
economy. 











A full line—models in porcelain, wood and steel—meeting every want in style, 
size and price. Whether for residence, apartment house, store, restaurant, hotel, 
hospital or dairy, you'll find a 
Leonard Cabinet that will just 
fit the need. = ae 


More electric units are installed in 
Leonards than in any other make. 
Write for complete information 
about our new line and new low 
prices. 


Leonard Refrigerator Co. 
Grand Rapids, Mich. 


Permanent Exhibits: 
Chicago, Furniture Mart, 9th Floor; 
Grand Rapids, Keeler Building, 1st Floor. 




















“Like a Clean China Dish” 
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The Dealers’ Slogan: 


“THE CHAMPION IS THE ONE REFRIGERATOR 


THAT WHEN SOLD I CAN FORGET” 


“The machine 


is the test”’ 











— — 


Champion Models 10 and 12 











Check these features 
of the Champion 
Electro Icer Units— 


Silent Gear Drive, No Belt. 
Driving Gears Run in Oil. 

Steel Lined Cylinder Block. 
Two Rings on Each Piston. 


Crank Case Filled with Oil, Does 
Not Need Refilling. 


Large Air Cooled Condenser, 
No Fan. 


Automatic Control Pressure Type. 


The Only Oil Hole, Oil Every Six 
Months. 


Emerson Motor, Quiet, Efficient. 
Heavy Ribbed, Cast Iron Base. 


eo 























iy 


It is through comparison that the dealers best real- 
ize that the CHAMPION Electro Icer Unit is 
unequalled for strength and quality and, as a result, 
for dependability and durability. It is the machine 
unit itself that is the heart of any mechanical 
refrigerator and comparison will show that the 
Champion is unrivalled on the market today. 
Therefore, the Dealers’ Slogan: “The 
CHAMPION is the one refrigerator that when 
sold I can forget,” because servicing is at the 
minimum. 


CHAMPION discounts are liberal enough to 
cover the dealers’ costs and leave a real net profit. 


CHAMPION Cabinets cover a wide range of 
styles and sizes, sufficient for every need, from the 
smallest apartment to the largest household. 


Back of CHAMPION Electro Icers is an organi- 
zation of large resources. The Champion is now 
in its fifth year of sale and use. 


Central Stations and Dealers, get data at once 
regarding the Champion franchise. 


CHAMPION ELECTRIC COMPANY 


Paulina St. and Diversey Parkway, Chicago, Illinois 
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N THE masterful designing—in 
the progressive development of 
construction and materials—Rex in- 
itiative has influenced to a marked 
degree, the beauty, utility and con- 
venience of modern refrigeration 
cabinets. Rex facilities concentrate 
in one organization every possible 
requirement for the successful 
creation of finer and better electric 
refrigeration cabinets. 


mn 


REX MANUFACTURING COMPANY 


CONNERSVILLE, INDIANA, U.S.A. 


Your copy of abeautifulnew REX 
Portfolio is ready for mailing. It 
illustrates the complete line of 
REX Cabinets and contains 
Specifications. May we send it? 
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CABINETS BY 


SAINT PAUL 


At the N. E. L. A. Convention, 
Million Dollar Pier, Atlantic City, 
June Fourth to June Eighth. 


Be sure to see this comprehensive 
Exhibit of modern refrigeration 
cabinets for domestic and com- 
mercial uses. 


Cabinets by Seeger are worthy of 
Electrical Refrigeration. 





SEEGER REFRIGERATOR COMPANY 


SAINT PAUL, MINNESOTA | 
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WORLD’S LARGEST MANUFACTURER OF REFRIGERATORS FOR ALL PURPOSES 


i 


Over 250,000 
Satisfied Users 


is 
\ 


Sr 


Reta serra. 
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M£CRAY 


REFRIGERATORS [eee its aoe 
FOR ALL PURPOSES 


For 
Grocery Stores: 


teas Aaa, All McCray Models Are Built 











rants - Hospitals. For Electric Refrigeration 
Institutions:: 

Florist Shops: BBX KEEPING FOODS FRESH AND TEMPTING, avoiding 
Homes:::: spoilage losses, at exceedingly low cost for operation, McCray 


refrigerators for 39 years have been helping food merchants make 
more money. 





This McCray No. 411 refrigerator meets the grocer’s specific needs 
—generous storage space, quick service arrangement, and above all, 
thorough refrigeration. The McCray patented system insures a 
constant circulation of cold dry air through every compartment. 








Quality in every hidden detail of construction has made ““McCray™ 
the sterling mark on refrigerators. Pure cork board insulation, sealed 
with hydrolene cement, keeps cold in and warm air out. 


For Electric Refrigeration, or ice. All McCray models may 
be used with mechanical refrigeration of any type. Remember, it is 
the refrigerator itself which determines the kind of service you receive, 











We welcome correspondence from dealers in electric refrigeration 


GetThis FREE Book! about the complete McCray line. 
Food = 
eemnae’ Wel of aul fete on o> SALESROOMS IN“ALL PRINCIPAL CITIES 
ae pobaigenge tre ng for (See Telephone Directory) 











Gentlemen: Please send information about refrigerators, [ ] for grocers, City. 
] for meat markets, [ ] for restaurants and hotels, [ ] hospitals, cate 
institutions, [ ] florists shops, [ ] homes. 


ME CRAY REFRIGE RAT ORS 


‘McCray Refrigerator Sales Corporation, Dept. 65, Kendallville, jes 
Indiana. 
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“Cash in on the work you have done 
for years in building up a standing in 
your vicinity by identifying your local 
business with the nation-wide, world- 
wide ventilation equipment acceptance 
of the Buffalo Forge Company.” 
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—‘Air Engineers 
1928 for Fifty Years” 


ae 
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Here is Electrical Refrigeration 
for the Average Family! 


Designed by experienced refrigeration engineers for the modern home, where space is 
at a premium; and to operate faithfully and automatically, at nominal expense and with 
minimum attention; to give the purchaser every feature of proven value, and the dealer 
a complete cabinet that will sell—and stay sold. 





One model 
One size 


One finish— 


The Cabinet measures 52 in. high, 
24 in. wide, and 22 in. deep, outside. 
It is made of 22 gauge auto body 
steel finished throughout with dur- 
able enamel of electric-gray outside 
and snowy white inside. Insulated 
with waterproofed Balsam Wool. 



































The Refrigerating Unit is securely 
mounted in the bottom compartment, 
accessible yet out of the way. The 
motor (A.C. or D.C.) is cradle 
mounted, practically noiseless, and 
requires oiling only once in six 
months. Compressor is single cylin- 
der reciprocating type, belt driven at 
350 R.P.M., with oversize bearings. 
Condenser is compact Flintlock 
finned tube type. Evaporator is 
direct expansion, with two trays for 
ice cubes. Expansion valve and 
Thermostat are of the highest qual- 
ity. Refrigerant is Artic (Methyl 
Chloride), which is efficient, safe, 
practically odorless, and does not 
corrode. 








To install—just plug the electrical con- 
nection into any convenience outlet. 


SUSSESSSTSSSSeeseeseeessesees Seeenes 


a 


Mail this 
Coupon 


for full details and 
sales plan. 
































ELECTRIC REFRIGERATOR 


THE FREEZEL CORPORATION, 479 MAIN ST., GARDNER, MASS. 
Gentlemen: You may send me full information, without obligation. 


ADDRESS 
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Makes catalog finding easy! 













me 


Your handiest catalog “looking up 
place” is the new Electrical Trade Cata- 
log—the book with the GREEN cover! 
Here you have all together and in- 
dexed, the catalogs of 140 leading 
manufacturers—making it easy to find 
what you want in electrical equipment 
and supplies. The names and addresses 
of other manufacturers are given, too, 
for you to get in touch with—in case 
the manufacturers who are cataloged do 
not have exactly what you want to buy. 


j 


McGraw-Hill Catalog Service 


“filed and indexed for convenient usage” 
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All metal cabinets rang- 
ing from 5 cubic feet to 
15 cubic feet provision 
chamber — finished in 
beautiful white lacquer 
or all porcelain exterior. 
Provision chamber is 
baked enamel or seam- 
less vitreous porcelain. 


Supourr 





ELECTRICAL MERCHANDISING Vol.39, No.6 





In Booth 229 


Superior will 





AL 





ATT 














See Superior at 
Booth229 N.E.L.A. 
Convention 








Electric 
Refrigerator 


demonstrate 





these facts 


1. A self-contained unit—every 
part built in—shipped in a cabi- 
net—simply open the valves and 
plug into any electric outlet—no 
fuss—no trouble. 


2. Permanent silence of opera- 
tion to a degree hitherto believed 
impossible. 


3. Requires so little service we 
are justified in saying it is negli- 
gible. 


4. The prices on Superior are be- 
low the market. They represent 
a value you will recognize as 
exceptional. We depend on 
your inspection to bear out this 
statement. Superior opens anew 
field for Iceless Refrigeration. 


THE RESULT OF 19 YEARS 
EXPERIENCE © 





Superior Iceless Refrigerator, Inc. 


Canton, O. 





RCI 
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Have you kept pace with Kelvinator development? 


Have you investigated the new Kelvinator Electric Refrigera- 
tors? To anyone interested in the selling of home electric 
equipment, it will be well worth while to see what Kelvinator 
has done in the way of improvement and refinements. 


The oldest electric refrigeration is also the newest . . . for 
Kelvinator is now being installed in the most complete and 
most beautiful line of cabinets we have ever made. There are 
small models which can be sold at prices well within the reach 
of any home of modest means. There are large models, finished 
in the most beautiful combinations of porcelain and French 


gray which are startling in their beauty of design and excellence 
of construction. 


The central station can profitably investigate the new Kelvi- 
nator Electric Refrigerators. 


Kelvinator Corporation 
DETROIT 
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—a reference 
of incalculable 
value to all 
Manufacturers 
& Wholesalers 
of electrical 
appliances and 
equipment— 


$7 5.00 


per copy 
Limited Edition 





Contents include: 


Names and addresses of 1 - 
tric light and power sesh ga 
i Station, Operating Company 
pene lne 200 Company is listed 
“ y 
Bot Cte addr = - its correct 
ames and titles of the executive 
personnel and operating and pur- 
c Lowen = each company 
ion o ain Off , 
i ~ for Pe town served. ner 
me and location of Holdi 
rd Controlling Company for oom 
perating Company 80. controlled. 
b complete list of towns served 
y ood perating Company. 
of prime m 
Ms edd —— and total 
wane - Kva. capacity for each 
A. C, distribut 
wees and number of wires. 
Noount of power purchased. 
umber of meters served. 
Companies having city lighting. 


ion voltage, phase, 





Central Station 


Merchandising Managers 


now listed! 


New Edition of McGraw Central Station Directory 
also shows Current Characteristics of Consumer 
Distribution for Each Town Served 


Manufacturers‘of electrical appliances sold through the Merchandising Depart- 
ments of Central’Stations will be glad to know that the names of the Merchandis- 
ing Managers of these Departments are now included in the new edition of the 
Central Station Directory. 

This permits the selection"of allJpossible Central Station outlets, either nation- 
ally or by sales territory, and enables direct contact to be made with the proper 
individual by correct name and address. 

Also included are the current characteristics of consumer distribution for all 
towns over 250 population— furnishing a reliable check on the distribution of 
the station serving any community— to ascertain whether A.C. or D.C.— the 
voltage, phase and frequency and number of wires. Thus facilitating the prompt 
filling of orders for electrical merchandise and assisting in the plotting of sales 
territories by showing the factors which influence and limit the sales of electrical 
appliances and equipment. 

These are just a few of the numerous data which make the 1928 Central Station 
Directory of such tremendous value in facilitating correspondence with this 
industry— in routing salesmen— in checking prospect lists, etc. 


Copies should be ordered now for your Sales Department and Branch Offices. 
Sent on 5 days’ approval basis to responsible individuals. 
McGraw-Hill Catalog and Directory Company, Inc. 
475 Tenth Avenue, New York 
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Akron, Ohio 

Summit Chandelier iit ed 
Albany, Ga. 

Albany Haw. & Mill haiti Co. 
Albany, N. Y. 

Albany Hdw. & Iron Co. 
Allentown, Pa. 

Elliott-Lewis “Electrical Co., Ine. 
Amarillo, Tex. 

Nunn Electric Co. 
Atlanta, Ga. 

Capital Electric Co. 

Peaslee-Gaulbert Co., of Georgia 
Baltimore, Md. 

Lee Electric Co. 
Beaumont, Tex. 

Neches Electric Company 
Binghamton, N. Y. 

Bunnell-Stevens Company, Ine. 
Birmingham, Ala. 

Interstate Elec. Co. of Ala. 
Boston, Mass. 

Sager Electrical Supply Co. 
Brockton, Mass. 

Sager Electrical Supply Co. 
Brooklyn, N. Y 

Greenfield Electrical Sup. Corp. 

Parr Electric Co., Inc. 
Buffalo, N. Y 

3 Be Sackett Electric Company 
Cambridge, Mass. 

Sager Electrical Supply Co. 
Canton, Ohio 

Electric Sales Company 
Chicago, Ill. 

Electric Appliance Company 

Revere Electric Co. 

Steiner Electric Company 
Cincinnati, Ohio 

The F. D. Lawrence Electric Co. 
Cleveland, Ohio 

Davis, Hunt, Collister Co. 

Milner Elec. Co. of Cleveland, Inc. 
Columbus, Ga. 

Butler Brothers, Inc. 
Columbus, Ohio 

Smith Bros. Hdwe. Co. 
Dallas, Texas 

The Electric Specialty Co. 
Davenport, Iowa 

Republic Electric Co. 
Denver, Colo. , 

The New England Electric Co. 
Des Moines, Iowa 

Brown-Camp Hdwe. Co. 
Detroit, Mich. 

MecNaughton-McKay Elec. Co. 

Miller-Seldon Electric Company 
Duluth, Minn. 

Marshall-Wells Company 
Fort Smith, Ark. 

Atkinson-Williams Hdwe. Co. 
Fort Worth, Texas 

Miller Electric Co. 

Nash Hardware Co. 
Hagerstown, Md. 

Schindel, Rohrer & Co., Ine. 
Hartford, Conn. 

The Hartford Electric Sup. Co. 
Holyoke, Mass. 

The Roland T. Oakes Co. 
Houston, Texas ; 

Roberts Empire Electric Co. 
Indianapolis, Ind. 

Capitol Electric Co. 

Meier Electric & Machine Co. 
Jacksonville, Fla. 

Perdue Office Furn. Co. 
Jersey City, N. J. 

Parr Electric Company, Inc. 
Joplin, Mo. 

Belden Electrical Supply Co. 


When you 











Emerson distributors are 
prepared to ship fans now 
and all summer long on a 
moment’s notice. 


Large warehouse stocks are 
maintained in New York, 
Chicago, St. Louis and 
other convenient points, to 
make sure that your distrib- 
utor can always replenish 
his supply quickly. Call on 
him regularly and often. 
Keep up your fan stocks 
all summer long. 





with 


Kansas City, Mo. 

Missouri Valley Electric Co. 
La Crosse, Wisc. 

W. A. Roosevelt Co. 
Little Rock, Ark. 

Treadway Electric Company 


Los Angeles, Calif. 
California Hardware Company 
The Electric Corporation 


Louisville, Ky. 

Peaslee-Gaulbert Corporation 
Lowell, Mass. 

Frank P. McCartin Co. 
Lynn, Mass. | 

Sager Electrical Supply Co. 
Mansfield, Ohio 

The Hartman-Spreng Co. 
Memphis, Tenn. 

Dawkins Electric Co. 
Miami, Fla. 

Robertson Supply Co. 
Mineola, L. I., N. Y. 

Hirschfeld Electrical Supply Co. 
Minneapolis, Minn. 

Northland Electric Supply Co. 


Mt. Vernon, N. Y. 


Hirschfeld Electrical Supply Co. 


MERSON FANS 


the &) Year Guarantee 


Nashville, Tenn. 
Anderson’s, Inc. 


Newark, N. J. 
Parr Electric Co., Inc. 
Venino Bros. & Company 


New Orleans, La. 
Electric Appliance Company 
Interstate mic Company 


New York, N. 
Elliott Bleetrival oe. Co., Inc. 
L. Gabler & Sons, Inc. 
Garfield Electrical Sup. Co. 
Gertler Electric Co., Inc. 
Hirschfeld Electrical Sup. Co. 
Holloway-Bentz & Co., Inc. 
Ideal Service Co. 
W. F. Irish Company 
King Lamp & Mfg. Co., Inc. 
Monroe Lamp & Equip. Corp. 
Parr Electric Co., Ine. 


Norfolk, Va. 

Woodhouse Electric Co., Ine. 
Oakland, Calif. 

The Electric Corporation 
Oklahoma City, Okla. 

Cook Electric Supply Co. 


Omaha, Nebr. 
Granden Electric Co. 
Lee-Kountze Hardware Co. 








The Emerson Electric Mfg. Co. 


2018 Washington Ave., St. Louis, Mo. 
806 W. Washington Blvd., Chicago, III. 
50 Church St., New York City 


Also makers of Emerson A.C. and D.C. Motors 1/30 to 2 H.P. 








ick Service 


all Summer long! 


Orlando, Fla. 

Robertson Supply Company, Inc. 
Peoria, Ill. 

Electric Appliance Co. 
Philadelphia, Pa. 

Elliott-Lewis Electrical Co., Inc. 
Pittsburgh, Pa. 

Robbins Electric Co. 
Portland, Ore. 

The Electric Corporation 

Marshall-Wells Company 
Providence, R. I. 

City Hall Hardware Co. 
Quincy, Mass. 

Sager Electrical Supply Co. 
St. Joseph, Mo. 

American Electric Company 
St. Louis, Mo. 

Brown-Hall Supply Co 

Crown Electrical Supply Co 

Manhattan Elee’!] Sup. Co., Ine. 

Shapleigh Hardware Co. 
St. Paul, Minn. 

Electric Supply Company, Inc 
Salt Lake City, Utah 

The Salt Lake Hardware Co 
San Antonio, Texas 

Southern Equipment Co. 
San Francisco, Calif. 

Baker, Hamilton & Pacific Co. 

The Electric Corporation 
Savannah, Ga. 

American Specialty & Import Co 
Seattle, Wash. 

The Electric Corporation 
Shreveport, La. 

Interstate Elec. Co. 

port, La 

Sioux Falls, Ss. D. 

Tri State Electric Co. 
South Bend, Ind. 

Electric Appliance Co. 
Spokane, Wash. 

Marshall-Wells Company 
Springfield, Mass. 

Sager Electrical Supply Co. 
Springfield, Mo. 

Besco Supply Co. 
Toledo, Ohio 

The Toledo Electric Sales Co. 
Tucson, Ariz. 

Albert Steinfeld & Company 
Washington, D. C. 

Doubleday-Hill Electric Co. 
Wichita Falls, Texas 

Nash Hardware Co. 
Winston-Salem, N. C. 

Lambeth Electric Co. 
Worcester, Mass. 

Sager Electrical Supply Co. 
Yonkers, N. Y. ; 

County Electric Supply & Radio 

Corp. 


of Shreve- 





need fans—you want them quick 
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Liberal Discounts 


The discounts are liberal enough to allow 
youanample margin of profit and still give 
a salesman working from house to house 
a handsome commission. Decide now to 
make Peerless Ventilators a big profit 
maker for your business this summer. 


SPECIAL FEATURES 


Handsome appearance — Every Peerless 
Window Ventilator is finished with a 
heavy coating of lacquer. Color is cream 
to harmonize with any intericr finish. 
Special Octon Switch—A durable, sturdy, 
Octon switch is supplied with ten feet of 
cord complete with two-piece separable 
plug for attaching to nearest convenience 
outlet. No special wiring necessary. 


Vol.39, No.6 


profitable market 
for you....... 


Cy] HE kitchen beautiful movement has awakened 

the interest of millions of housewives to the 
possibilities of what.a really beautiful, comfortable 
workroom the kitchen should be. 


And one of the most desired features is the elimi- 
nation of smoke, odors and grease by mechanical 
means through the use of electric ventilators. Mil- 
lions of homes are prospects—and every sale must 
go through legitimate i 

Peerless Window Ventilators have all the desired 
characteristics that make them a wonderful selling 
proposition for you—a reliable, guaranteed fan, 
strong, sturdy frame, attractive finish, a lifetime, 
reversible motor, and low retail price. 


ealer channels, at a profit. 


Fits any window — Frames of Peerless 
Ventilators are adjustable to fit any win- 
dow from 23 to 36 inches wide. 


Easily removable — No carpenter or join- 
ery work is required to install Peerless 
Ventilators. Four screws fastened into the 
stop strip are the only fixture necessary. 


Does not interfere with operation of sash 
or shade —The upper sash of the window 
in which a Peerless Ventilator is installed 
can be raised or lowered at will without 
removing the ventilator. 


Reversible motor —The motors for Peer- 
less Ventilators are reversible. The re- 
versible feature is a mighty attractive 
selling argument, since the fan will either 
blow air into the room or out of the room 
by simply pressing the switch. 


Built by a company making fans for 35 years 


The Motor. The motors in 
Peerless Ventilators are of 
the series commutator type 
and can be depended upon 
for long, satisfactory service. 


The Frame. Framesare of 22 gauge sheet steel, with 
beaded edges to give additional stiffness. Frames 
telescope to 12x23 inches and extend when open 


to widest point to 12x36 inches. 


Electrically and mechanically, Peerless Ventila- 
tors are built for service, strength and long life. 
Operating cost is only a fraction of a cent per hour. 





The Fan Blades. 
Fan Blades are the 
famous Peerless Air 
Blast blades,smooth, 
silent in operation. 








Mail the coupon for complete information and discounts—NOW! 
THE PEERLESS ELECTRIC COMPANY, WARREN, OHIO 


Peerless. 








WINDOW _ VENTILATORS 
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MIXES - WHIPS - BEATS - SLICES - GRINDS - FREEZES ICE CREAM 








GOULD A New Profit Maker (‘0 
“Mixes in the GOULD ELECTRIC 
Best of Circles” FOOD MIXER 


At last a small portable mechanism that eases kitchen 
drudgery. Its speed in doing so many time-consum- 
ing jobs greatly multiplies the housekeeper’s useful- 
ness. Women are quick to appreciate its value as a 
labor saver. 




















Place one of these “fool-proof’”’ Gould Mixers in 

your window—operating. It will prove to be the 

center of attraction. Women will stop... see 
. enter... buy. 





A real money making proposition—write today. 


[Note flexible drive shaft— 
utility feature] 


: S) eee! Manufactured by 
ex ee eee Gould Electric Mixer Corporation 
4 33 West 26th Street, New York, N. Y. 
<> 








Buffer - Polisher 
attachment for 
silverware. Brings 
sparkle to all 
metallic surfaces. 





Vv 

HOOK You can see our exhibit on General Electric Pier, 
Atlantic City, June 4-8. 

Made in various colors 





| See Ps rr eas 
An WELLS'TROSS BWETTS? 
Electric Gem eatin FIXPURES 4} LIGHTING FIXTURES { = 
for Your Store Front — a 

O distinguish and em- 

phasize your store loca- 
tion and service so that 
people will surely see it today and 
remember it tomorrow, adorn and fea- 
wea) ture it with a Flexlume Electric Display 
=) —colorfully beautiful by day and elec- 
trically brilliant by night. 


Let us submit, without obligation, color sketch of a 
A BS -Te) Flexlume Electric—exposed lamp, glass letter or 

fy, Neon tube type—to most economically attract people 
to your windows and into your doors. Flexlume 
representatives, located in the chief cities of the coun- 
try, are electrical advertising specialists. Write us 
to “send a representative to talk with us about the 
possibilities of an electric display to fit our needs.” 
Address FLEXLUME Corporation, 1760 Military 
Road, Buffalo, N. Y. 


Sales and Service Factories also at 
Offices in chief Detroit, Los & 
cities of U. 8. and Angeles, Oakland SASS 


Canada 





Toronto = tco 


FLEALUME 


ELECTRIC DISPLAYS 
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IKE the man who made rat ti 

traps, you can build your house [yy 

in the woods—-but you’ll soon shut tj 
up shop.’ In this day and genera- tj, 

tion, no product sells itself. Z Z g 

You'll find, as have others, that WF 
Robbins & Myers Fans come close LH? 
to it. They’re not “‘shelf-loafers.” g LZ 


The big blades that look refreshing A 
even in repose. The eye-catching AZ 
beauty people like. The patented, Ag 
exclusive, oscillating mechanism 
that depending on size, gives 514 Z 
to 7 oscillations through 75 to 95 = 
degrees. Those features have 
customer appeal! 

R & M Fans cost no more than == 
ordinary fans. So why stock a == 
‘‘maybe”’ seller when you can han- = 
dle a “known’’ seller? 


The Robbins & Myers Co. 
Springfield, Ohio Brantford, Ontario 


Agencies in all principal 
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Lighting Equipment 
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Modern art as applied to the home is getting rid 
of its eccentricity and in form and above all in 
color is rapidly winning its way into wide public 
acceptance. 

The good designer realizes, however, that not all 


Beauty First 


IXTURES are style merchandise. And at the 
fixture exhibition in Chicago this month much in 


the way of new styles will be shown. Styles which 


will reflect two major influences. One influence is 
the inside frost incandescent lamp. This lamp be- 
cause of its high intensity has created the need for 
new lighting equipment which shades the light source. 
The other influence is one which is shaping all dec- 
orative design—the modern art movement. 





of the so-called modern is applicable to American 
taste and the American home. The home maker is 
buying modern decoration and modern fixtures not 
because they are modern only, but because they are 
beautiful as well. . 

And good illumination combined with modern 
fixture designs will stimulate the lighting equipment 
business if designers and manufacturers hold fast 
to the principle—beauty first. 
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Unusual Manufacturing Genius Makes Possible 
ARTCRAFT’S Popular Designs at Attractive Prices 


OMPLETELY equipped to handle its own stamping 

and spinning work, Artcraft is entirely independent 
of the usual sources of fixture-parts supply, thus assuring 
to Artcraft’s customers absolute originality, authenticity, 
and exclusivity of design. 


DISTRIBUTORS appreciate the selling effort back of 
the Artcraft line of lighting fixtures—packed in individual 
cartons, with the illustration of the contents on the outside 

of the box. Dealer helps are furnished, with room 

for imprinting dealer’s name. The distributor is 
sure to get from Artcraft a quality line of lighting 
fixtures that will be profitable for him to handle. 


DEALERS are swinging to the Artcraft line LL 





because Artcraft’s economy of manufacturing methods 


enables the prices to be kept on a level that conforms to the 
consumers purse. 


ELECTRICAL CONTRACTORS are demanding 
Artcraft fixtures, for they know that when they recommend 
their wiring jobs to ashow-room where Artcraft is displayed 
—then that recommendation will turn into a certain sale. 
Artcraft Lighting Fixtures are well constructed,beautifully 
and lastingly finished, and are priced right. They 
come packed and labelled in individual cartons and 
are wired ready for installation. 


CENTRAL STATIONS contemplating a 
Lighting Fixture Campaign will find the Artcraft 


because of the consumer appeal of its designs, and SRA eT line ideally suited for their purpose. 


TRADE MARK 


At the A.L.E.A. Convention, June 11 to 16, Hotel Sherman, Chicago, Room 81 


ARTCRAFT METAL STAMPING CORPORATION 


28-32 LOCUST STREET 


LIGHTING FIXTURES 


BROOKLYN.N.Y. 








June, 1928 


ELECTRICAL MERCHANDISING 231 





A National Organization 
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MACBETH-EVAN S GLAS S&S SHADES 








Machth No. 5393, a Cre- 
max semi-indirect shade 
with Iridescent finish to 
harmonize with modern 
color schemes for bathrooms. 
Also furnished in the well- 
known Monax Glass. 























Lighting America’s Homes— 
a Service NOT Without Profit 


IFTEEN million or more wired homes in Americaand the ~ gba | il ~<a i 
great bulk of these with obsolete lighting equipment! What | “agit \| > att 
does this mean in terms of a national service, first of all? Doesn’t 6 ri(line a Vibe [A f 


it suggest an opportunity to provide these 15,000,000 homes, 
. . “tg be ge 
or the greater portion of them, with the proved benefits of eo 
. = ail —— 

correct lighting? Macbeth believes it does. 





On the other hand, not a single one of these homes can be 
equipped with decorative, useful, healthful light without a 
substantial sale of modern lighting equipment. Here, then, are 
almost 15,000,000 sales opportunities awaiting the wide-awake 
— electrical merchants of today. Macbeth believes this to be 


ae lfi-ev ident. 
LEE ” ™ = 


Therefore, when old-fashioned, inadequate “lightments” are ; 

"replaced by new-style lamps, modern fitments, improved glass- ee 
ware, it has a double significance—that of service to the home- 
owner and that of profit to the dealer and also his manufacturer. 
Be sure, however, that you are prepared to function fully in both 
respects. In this Macbeth can help you, for it has been found 
that the newer, improved Macbeth glasses, when added to the 
proper fitments, are sure aids in the profitable sale of the 
relighting idea. 


\\ 
\ “\ 


\ 


The Institution of Macbeth is at your service! Send for detailed 
information,including free catalog, illustrated in colors. Macbeth- 
Evans Glass Company, Department D, Charleroi, Pennsylvania. 


CREMAX 


Cact ) (GLAS SResidential Lighting 5 
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MOST PROMINENT DECORATION 


IN. THE HOME — CHOOSF ; 

: WISELY. . 
Look for this Emblem Tag 
on the Lighting equipment 

1 


you buy or sell. 























much to you 


...Lighting Equipment Dealers, Jobbers, Manu- 
facturers, Electrical Contractors, Architects, Buy- 
ers for Department Stores, Furniture Stores, 
Light and Power Companies, Interior Decorators 


The National Lighting Equipment Exhibition offers you the 
greatest centralized merchandising opportunity through an ex- 
hibition of lighting equipment in the Exhibition Halls of the 
Sherman Hotel, Chicago, June 11th to 16th, inclusive. 


Here, under one roof, you will see displayed all that is best in 
modern designed lighting equipment, parts and supplies. 


Plan to Attend—complete exhibit of Floor and Table Lamps, 
Wall Brackets, Novelties, Lanterns, Illuminating Glassware, 
Chandeliers, Shades, Fixture Parts, Commercial and Industrial 
Units, Wiring Devices, Stampings, Finishes, etc. 


| 














he ” Artistic Lighting Equipment Association 
Bee ase Graybar Building, New York, N. Y. 


Remember—Sherman Hotel, Chicago—June 11th to 16th 
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A New ARROW Pull Receptacle 
One Piece Porcelain Shell 


For 3% inch and Stud Boxes 
250 Watts - 250 Volts 

















No. 1166 


Strap sold separately for 
Stud Mounting 


No. 628 


Standard Porcelain 
Socket Shadeholder 











Low Priced 
Quick to Install 
Shadeholder Groove 
Deep Back for Stud Box 


Attractive Appearance 








This receptacle is provided with screws spaced 234 inches apart for direct 
mounting on 314 inch outlet boxes. It is designed with a deep back, however, 
so that it can be mounted on stud boxes by using the adapter strap No. 1166 





PLU 


1 which is sold separately. 

Standard equipment short chain and 4 feet of cord for ceiling use. Can 
be furnished with 7 inches of chain and insulator for use as wall bracket. 
Diameter of base 3ié inches. 


SOLD THOUGH JOBBERS 


THE ARROW ELECTRIC COMPANY 
HARTFORD, CONNECTICUT 


The complete line of Wiring Devices 
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Back of every SGA dealer and every SGA Fixture are —— 


the vast resources of the SG&A factory and organization 


Old in years of experi- 
ence yet infused with 
the sense for the mod- 
ern—restrained by 
good taste and 
sound judgment— 
S&A’s thirty-four 
years of experience 
in manufacture—' 
in merchandising, in 
dealer co-operation is 





A decorative lantern of Bvzan- . 

tine Mleditn from the S&A “K” at the service of the 

wikia ne d ] h ill An impressive brass fixture of 
This is one of the several lan- oe capi- flemish design from the S&A 
terns which were used in the talize on it. Panis be — of eye 
lobby . of the Transportation ‘ Ba Me ove ante mana 
Bldg, New York. Apartments and churches. 


HOW CAN WE SERVE YOUP 


Write Us Your Requirements. 


SHAPIRO és ARONSON, INC. 


20 WARREN STREET, 
See Us At the Market—Sherman Hotel, wg Booths 78-79. 
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Wet Known 
W AHLE Winners 








N FE L A Members and Visitors 


—Investigate this 
Fast-selling 


CENTRAL 
STATION 











ITEM 
| 
| | THE LIFE 
| JEWEL LAMPS LONG LAMP 
Designed Distributes 
| = — the light on 
OO wa 


horizontal plane. 
No glare 
no deterioration 


All comfort. 


| Inside frosted 
bulb. 


Write us today for complete details of 
our CENTRAL STATION CAMPAIGN PLAN 








ALE. 


- Our Complete Line 





| BETSY ROSS LINE 


Embossed tubing 
conceals all wire 


Priced for 
Dealer Profit 


Satisfaction. 


Write for New 1928 Booklet 








ALBERT WAHLE COMPANY, Inc. 
Showroom: Works: 
242 FIFTH AVENUE Rosert Finpiay Mee. Co., INc. 
New York City Brooklyn, N. Y. 





Members and Visitors—See - 


and Consumer | 
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BERWICK 




















THE “BERWICK"A RECENT ADDITION TO THE 
ARTCRAFT LINE, 15 ENJOYING IMMEDIATE 
POPULARITY. 
ITS DESIGN IS IN KEEPING WITH VARIOUS 
TYPES OF RESIDENCE ARCHITECTURE AND 
ITS SIZE MAKES 1T PARTICULARLY ADAPT- 
ABLE TO THE INCREASINGLY POPULAR 
*& SMALL HOME”. 
IT 1S CAST OF SOLID BRONZE BY ART— 
CRAFTSMEN cé THIS IS YOUR ASSURANCE 
OF FINE WORKMANSHIP AND A LANTERN 
THAT WILL LAST FOREVER. 

~ SEND FOR CATALOG “F" 








| 7 ~ 

r oe ee — ee niin ==a/ mW 

(7 Ea ees 

“Ure NF 
MER \ L_ ‘X St, > 

vy tome Mf SA! | 
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AT ARTCRAFT METAL WORKS LANTERNS 
ARE BUILT WITH THE SAME INDIVIDUAL 
CARE THAT THE CUSTOM DESIGNERS 
EXERICISE IN CREATING THEM. 


























a Metat Works 


of ie JH GRAYSON MFG. CO 
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| New Lif 
| for Your fpdares ’ 


pain Fibro Candles 
sid *& Can Be Cleaned With Damp Cloth 
*x Made Of Mbre 


* Will Not Warp_ 
*& Wil Not Crack 
















A National Organization 























Price | ace 





This 
business 
iS pure 


gravy 
for you, 


il PREE— 


This attractive 
display card is 
‘ er free — it S 
Fixture candle replacements — a virgin yale. 
. . to you with an - 
field and a source of sizeable profits .. . re ee 
easily turned up with this silent sales- 100 Fibro 
candles. 
man counter card. 


90% of the hundreds of thousands of candle-fixtures need replacing a 
and would be, if the owners knew how and where to replace the old, 


bedraggled, fly-specked eyesores now in use. 








Housekeepers look upon them as something to be endured instead of 
something to be cured. This display card tells and sells and shows them 
how easy it is to remove the old and slip on a new FIBRO candle—a 
candle made of hard, long-wearing fibre that can be washed and cleaned 
without injury to the smartly-finished surface. 


You don’t need to do any selling; plain diagrams and instruction on the 
card attend to that. Neither do you need to make a big investment. 


FIBRO PRODUCTS Co. 
P. O. BOX 53, NEW BEDFORD, MASS. 


rIBHU L 
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LAMPS 


for Profit and 
Load Building 


Once again Artcraft presents two lamps priced to permit a safe 


margin for sales expenses and fair profit. 


There’s a reason for 


the Artcraft line’s popularity among Central Station Retail 


Stores. Let us tell you why. 


No. 1154-C1X 


Wrought Iron Bridge Lamp 
artistically finished in Black and 
Gold—mottled effect. 
Shade— Attractive, 
challis. 


colorful 


12-in. diameter, in an assortment 


of shapes. 


No. 10 
Bridge Lamp. 
Cast metal finished in Black 
and Gold—a touch of poly- 
chrome adds to its sales value. 
Shade—12-in. parchment paper 
shade in a variety of designs. 


Write for Circular of Special Sales Items. 


ARTCRAFT IRON WORKS 
2 East 23rd Street, New York 





AM a te a Aen a Ar 


A An. A rN A rN A y % 





GREIST 








nie 
Karolith 
Shade 


a new _ translucent 
material, in mottled 
green tones. 





The stem and base of this tall, 
graceful lamp are of statuary 
bronze finish in a restrained 
design. The “Karolith” shade 
. light yet strong . . 

completes an artistic ensemble 
pleasing to the eye and pro- 
viding soft, restful light for 
home or ofhce. 

tet with good profit to you 


t May we mail full de- 
tails 


The Greist Mfg. Co. 


New Haven, Com, 











— 














WY WY WY wr _YWwvwvy 











WROUGHT IRON, CAST BRONZE, SPUN and 
CAST BRASS, ALUMINUM, COPPER CRYSTAL. 
i COMPLETE LINE OF GOMeene AL UEITS. UNITS. 


sure 
qe 


FREE FREE 


WRITE FOR iT: 








Newest Designs and Fi: soc in 





Kol Sts gly 5 


33 North MOG esos bse CHICAGO, a 


80—39th jem Serest, BROOKLYN, N, 1 N, Y, 





— 
Fi Wb teerereeeence 











TEE 


UTE 











every taste. Our selection is 

the finest and most complete. 

Be sure you have our catalog 
) beforebuying. Our pricessave 

you money and our MONEY 

BACK GUARANTEE gives O 

you 30 DAYS TRIAL. 


Also describes fixtures for Churches, 
Theatres, Auditoriums and Public Buildings 
Dealers are invited to write for our proposition 


PARAMOUNT ELECTRIC CO. 


930 T ARCH ST., PHILA., 





SEC 


Send for Our BIG New 
FREE Catalog 


Containing hundreds of fix- 
tures for every purpose and 











238 


EGECTRICAL 





MERCHANDISING 


Vol.39, No.6 




















— 


Electrical Merchandising’ Lighting Equipment Section 




























Silently, Steadily 


X-Ray show window lighting, prime 
mover of merchandise, rouses the glances 
of passing throngs. Night and day 
X-Ray Reflectors repeat the reminder to 
come into the store and buy. 


Every retailer will talk to you about his 
sales problems. And he has many these 
days. He knows he needs more insistent 
selling through his windows,—the pre- 
cious points of contact. 

You can easily show him that a mod- 
ern, high-intensity X-Ray lighting system 
will make a big difference in profits. 

















New York Office 
31 West 46th Street 











Curtis Lighting, Inc. 


1119 W. Jackson Blvd. 
Chicago, U. S. A. 


La 


‘6B 
s 





Emptying Shelves 


You know the formula for emptying 
his shelves and he wants to hear it. 


The Curtis resident engineer nearest 
you will help you make the sales. Con- 
sult him often. 


At any time you may draw upon the 
constantly developing experience of the 
Chicago engineering staff of Curtis Light- 
ing, Inc., the world’s largest concern in 
the field of illumination. 


Sales helps are also willingly provided. 
Write for them. 








Resident Engineers 
In All Principal Cities 
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“Three G” Lanterns 
All Copper 


ISTRIBUTORS, dealers and cen- 

tral stations who started doing 
business with us when six years ago ‘ 
we introduced medium-priced copper 
lanterns, still are numbered among 
our pleased and satisfied friends. 
“Three G” service and “Three G” 
salability, profit, and turn-over are 
attracting the favorable attention of 
the lighting trade. 





Write for catalog, 
and see us at Chicago Market 
Booth 83. 


Gruber Brothers 


The House of a Thousand Lanterns 


392 Broadway New York City 


No. 8123B 








“GO “ Modernistic” 


LIGHTING 












our new lines of— 


“MODERNISTIC” 
LIGHTING GLASSWARE 


Various conservative 


Unit No. 
12x6-in. 
Patent 
Applied For. 
Fixture No. 
2971—6-in. 
Fitter. 


923 


Now on display at our 


NEW YORK OFFICE 


Messrs. Dela Croix & Monroe 
225 Fifth Ave. 


And at our 
General Offices, 
Swissvale, Pa. 


prices 


Other Products 


logue 31-D. 
Residential 
Glassware 32-D 
Portable Lamps, 
logue 33-D. 


KOPP GLASS, Inc. 


Corner Palmer and Carrier Streets, Swissvale, Pa. 
Now doing the business formerly conducted by 


Pittsburgh Lamp, Brass & Glass Co. 
At Swissvale, Pa. 





GLASSWARE 


We introduce to you one of 


shapes 
beautiful in appearance—most 
suitable for the present period. 


Write for samples and 


Lighting Units — Cata- 
Lighting 


Cata- 





Sell More 
Lighting 
Equipment 


—with the 
aid of 
this 
great 


book 


Examine it 
for 10 days 
FREE 








Lighting Fixtures 
Lighting Effects 


By M. LUCKIESH 


Director, Research Laboratory 
National Lamp Works of General Electric Company, 


327 pages 6x9, illustrated, $4.00 net, postpaid. 

This new book gives a clear and complete treatment of lighting fixtures 
in regard, mostly, to lighting effects. 

Every important phase of modern lighting receives attention, Lighting 
and lighting fixtures are discussed in many different combinations to 
produce what is wanted most. 


How to decide on the right lighting fixture 
for any desired lighting effect 


The book explains the principles of lighting fixtures, describes their 
historical background and development—discusses light, natural influ- 
ences, color, painting and shading—and shows how to arrive at the 
proper fixture for any desired effect. 


Modern lighting is treated in all of its important aspects—lights, lamps, 
lanterns—for direct and indirect lighting—in private, semi-public, public 
and commercial buildings. 


Pictures and descriptions of lights, 
lamps and lanterns of classic design 


Art in lighting fixtures. 

Direct and indirect lighting in 
modern usage. 

Evolution of lights, 
lanterns. 

Period treatments in fixtures. 


Systems of artificial lighting, glass 
and artificial light. 

Efficiency and effectiveness in fix- 
tures, 

Reflectors, diffusing 
projectors. 


lamps and 


agents and 


Examine a copy for 10 days free 


Send for a copy to examine for 10 days free. If you work with lighting 
arrangements of any kind you will be more than pleased with the great 
a practical, usable information in this book. No obligation to 
purchase, 


Keep the book or send it back as you please. 


FREE EXAMINATION COUPON 


McGraw-Hill Book Co., Ine., 370 Seventh Ave., New York. 





auccaan’ 


You may send me on 10 days approval Luckiesh—Lighting Fixtures . 
and Lighting Effects, $4.00 net, postpaid, I agree to remit for the 
book or return it postpaid within 10 days of receipt. 


Name 


Home Address 


6 oe a0 6 8S ew Rw ee alle, @ et 6 ere ee we ail ee eo oS ee ae 


Position 


Name of Company 


(Books sent 
Canada only.) 


on approval to retail purchasers in the U. S. and 
E.M. 6-1-28 
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jobs too— 


No solder, paint, friction tape or soldering 
torch. You do not even twist the wires— 
Simplex does that too. 


GREA 





A time saver and that means a money saver. 


Write for samples and test them yourself. The 
Underwriters’ Laboratory have passed on them— 
why don’t you? 





See us at Booth 13 at the 
Artistic Lighting Equipment 
Association Exhibition, in 
Chicago. 


SIMPAEX 


“A twist of the wrist” 





Trade Mark Reg. 


WEISS & BIHELLER, Inc. 


Importers Lighting Glassware, Crystal Fixtures, etc. 


584 Broadway, New York, N. Y. 


Canada—69 Adelaide St. E., Toronto 
Pacific Coast Representatives: Braun-Steeple Co., 
1088 Howard Street, San Francisco, Calif. 





Pa SSS 
7. 


7, 
- ew 7 


ONNECTOR | 
PATENTED GQ: 


NY ie 
7 x — LY KX 
cl] MAKES CONNECTIONS EQUALTO A SOLDERED JOINT. 














for refixturing 
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Undeniable Quality in Every Item 
of the FARIES Line 


One doesn’t have to search for selling points when sell- 
ing any articles of the FARIES line. Their natural 
sales advantages—their outstanding quality and beauty 
sells them on showing. 


That is why so many jobbers and dealers have been sell- 
ing them so profitably during the past 48 years. 


And what’s more—the numerous exclusive FARIES 
features are fully patented, thereby assuring a perma- 
nent high standard of quality. 


Send for details of our entire line, prices and full selling 
helps information. Ask for Catalog No. E-M-6. 


FARIES MANUFACTURING CO. 
Decatur, Illinois, U. S. A. 


HOME OF 
“THE UNIVERSAL LINE” 


No. 3884 » nS 


Radio No. 3241 
Lamp Verdelite Est. 1880 
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PLAY-O-LITE 


the convenient specialty for 
piano, bed, pulpit or art gal- 








Play-O-Lite sells itself .... 


because of its unusual convenience—a port- 
able light that can be attached when and where 
it is wanted—and it is priced within the means 
of everyone. Discounts assure you of a nice 
profit. 

It is supplied in natural wood finishes to har- 
monize with any decorative scheme. 


A. Hall Berry 


73 Murray Street, New York 





Harmonious 
Lighting Equipment 











Quality at a Price 


Every fixture built in our 
St. Charles factory, was 
designed by artists whose 
every motive was based 
on pleasing lighting 
effects, to harmonize with 
the varied styles in homes 
of the day. 


Our new catalog is in the 
making. Write for yours. 


St. Charles 
Fixture Mfg. 


Co. 


St. Charles 
Illinois 





OTe 





WONUe tne 





@HARTFORD® 


the time switch with 25 years 
of service behind it. 





All types, all capacities 
10 amp. to 200 amp. 


The Hartford Time Switch embodies more real and lasting 
value than has ever before been offered in any automatic 
time switch, including the special marine type eight-day 
clock movement. Especially adapted for lighting and all 
power lines, two rate meter service, electric signs and 
display windows, etc. 

There is a Hartford Time Switch in just the right type 
and capacity for every time switch purpose. 


Bulletins, Prices and information on request. 


HARTFORD TIME SWITCH CO. 


A. HALL BERRY, General Sales Agents 
71 Murray St., New York, N. Y. 
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FULL-O-LITE Fixtures 
practically sell themselves 


Architects, store owners, 
building owners are quick 
to grasp the money saving 
possibilities of these fix- 
tures when they are told 
of the maintenance econ- 
omy which can be effected 
by the use of Full-O- 
Lites. 
Such economies cannot 
possibly be overlooked. 
Chosen for 
Many Leading 
Buildings 

The management of the 
Singer Building, New 
York, for instance, have 
selected Full-O-Lites to 
“Type F.S.P. 5314 H—Vvit-ro- relight their famous build- 
White.’’ Furnished in other colors ‘ 
if desired. ing. 

The Stiff Stem construction 
with Full-O-Lite Swivel Joint (Pat. Aplied for) conceals 
wires and makes for cleanliness. The fixture always 


hangs straight. It is particularly valuable for hospitals, 
schools, high-class stores and office buildings. 


Write us for full details. 


FULL-O-LITE COMPANY, Inc. 


50 Dev Street, New York, N. Y. 
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An Invitation to 
Jobbers, Central Stations 
and Dealers to become 


DISTRIBUTERS 


As concerns the product our own Judgment 
is confirmed by that of foremost Electrical 
men with wide merchandising experience, 
Right in design, Superior in quality and 
dependable in Service. It is said to be the 
most convenient of all Time Switches. We 
are the originators of the Portable Time 
Switch feature. Instantly Set for any time 
required for operation. No complications 


ri 
or wiring or installation cost. Plugs into h h 
any standard receptacle for operation. if ar 18 more ff an 
* 
Model Empire Portable, Eight Day Operation Sk D 
Model Empire neni ee tie ar in cep 


Interval Precision 





WRITE FOR INFORMATION. Their color will wear off long before the 
We will be pleased to serve you. color of a Cerec molded part. For 
Cerec color goes clear through. It is 


an integral part of the everlastin b- 
RESEARCH mor be 


stance—can’t crack, peel, stain or burn 


MFG. LABORATORY off. CErTEC is now available in a wealth 


of beautiful colors and mottl ffects. 
1269 Cochran Ave., Los Angeles, Cal., U. S. A. olors and mottled effects 














CETEC Molded Parts 


are an extra selling feature 


Manufacturers: suis eect sii 


this demand with color parts of CETEC 
—the heat-proof, practically shock-proof 
Sell molded product. 
There are scores of ways in which 
CETEC is now being used. Manufac- 
Your turers who investigate find new uses 
they never dreamed of, in many cases 
lowering production costs while improv- 
products ing their product. 

CETEC is economically molded in any 
shape. Put it up to our engineers to in- 
vestigate your needs and make practical 


to the seventeen thousand recommendations. 
electrical dealers and jobbers 
who, like yourself, read 
this page. 


° 





Electrical Merchandising CONNECTICUT 


—a McGraw-Hill Publication MOLDED PRODUCTS CORPORATION 
MERIDEN, CONN. 
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Food Reproductions for Refrigerators 
Special Offer for June 


Food reproductions, made of com- 
position, that really help you sell 
your refrigerators. They are su- 
perior to wax or paper maché, be- 
cause they look better. These, and 
many other manufacturers recom- 
mend this use:—General Electric 
Co., Frigidaire, Copeland Mc- 
Coay, Coldaks, Servel, Seeger and 
Kelvinator. As a SPECIAL in- 
troductory offer during JUNE we 
will send, express collect, the fol- 
lowing pieces for only $13.80. 

Your electric refrigerator, filled with these 


attractive food reproductions, and put in your 
window will catch the eye and hold it. 


Here’s what you ge:: 











1 lb. But.er 

T Bone Steak 

Chicken (dressed or roasted) 
Tomato 

Cucumber 

Cabbage 

Cauliflower 

Pepper (red or green) 
Grape Fruit (% or whole) 
Orange 

Lettuce 

Apple 

Pear 

Egg Plant 

Quart of Milk 








\% pt. Cream 


Showing our food repro- 
ductions in a General weer” 
Electric refrigerator. 
Recommended and used 


Interest of this sort eliminates sales resistance by them. a e oe sore 
and your refrigerators sell themselves. 1C oo” as> ysred nese 
er" sco™ Au 0% sen? 
3 , t w 
gerd Pee sal “008 ae 
ORDER or, CORN aust eset 
eer" chy e? 
eso” ny y Cc Me , as " 
rg me aN 
ooo? e 
seo” yO ras i ree 
@ pea ct _ cnet yat® 
sett EPROP es My yO ce: meee ce roe 
nw R ye are at oD xa gure? - cw = 
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Second largest hydro-electric 
project in the United States. 


Completed three months ahead 
of schedule. 


Six units now in operation. 


Part of World’s largest Power 
Pool. 
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“Use this Switch” 


Let’s standardize on the Nublade for all of our gen- 
eral service installations. It is a complete line from 
30 to 600 Amperes — not “just another switch” 
but one which embodies many new features of sup- 
eriority both electrically and mechanically. 


Itsname is Nublade. It’s amember of the Noark fam- 
ily, and it’s a Colt Product in every sense of the word. 


Take your Noark Catalog No. 56 and turn to pages 
28, 29, 30 and 31 — it’s all there — illustrations, de- 
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@Nublade Switch 








tails and descriptions of the new blade—the unit 
block assembly —the quick-break mechanism:— 
everything you want to know about fuses, clips, ter- 
minals, knockouts, capacities, and prices. 


30-60-100-200-400- and 600 Amp. capacities. 
2,3, 4and 5 pole types. 
250 Volt AC or DC-500 Volt AC. 
Fused—Non-fused—Solid neutral. 


If you have not received our new data pages on the complete 
Nublade line, write us and we will see that you are supplied. 


CoLT’s PATENT FIRE ARMS MFc. Co. 
ELECTRICAL DIVISION 


Se 


fin HARTFORD, ConneEcTicuT, U.S. A. Cur) 


NEW YORK * BOSTON - PHILADELPHIA « PITTSBURGH - CHICAGO - SAN FRANCISCO 3—_33-N-49 
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MILWAUKEE, WIS. 


w ” Newest, Largest 
A and Finest Hotel — 
in the Northwest _ 
- Owned and.Operated 


by Sah eden # Hotels 
Walter Sch roeder, 


President. ee 




























Architects x 


HOLABIRD &R mA 


Chicago 










Generata med 07'S 
WALTER W.OEFtS 
Milwaukee 





lectrical Contractors 
HERMAN ANDRAE 

LECTRICAL Co..INC. | 
Milwaukee ~ | 


| 





THE BRYANT ELECTRIC COMPANY 
BRIDGEPORT, CONNECTICUT 
PHILADELPHIA 







NEW YORK 





CHICAGO SAN FRANCISCO 


MANUFACTURERS OF “SUPERIOR WIRING DEVICES” SINCE 1888 
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The Public Service Building, New Or- 
leans. Architects: Favrot & Livaudais, 
New Orleans.Electrical Engineers: Hart 
Enterprise Electric Co., New Orleans. 
Wired throughout with Paranite. 


New Monteleone Hotel, New Orleans. Ar- 
chitects: Woogan & Bernard. Electrical Con- 
tractor: Electrical Contracting & Engineering 
Co. Jobber: Woodward-Wight Co. All of 
New Orleans. Building wired 100% with 
Paranite. 


Now ‘New Orleans turns to 
PARANITE 


N increasing number of the newest ered wire has a record and a reputation. 
and best buildings in a city—the Thirty-eight years of experience has 
structures to which natives point with taken out every element of guess and 
pride—are wired with Paranite. | gamble. 
And naturally so. For able architects Nothing can be gained—a great deal 
and cautious contractors know the value may be lost—by leaving this item to 
of time-tested wire. Paranite rubber-cov- chance. Specify Paranite! 


INDIANA RUBBER G@INSULATED WIRE CO. 
JONESBORO, INDIANA 
811 Marquette Bldg. 63 Vesey Street 
Chicago, Illinois New York City 
Western Representative 


H. F. Boardman Walter I. Ferguson & Compan 
400 Hibernian Bldg., Los Angeles 208 Baltimore Bldg., Kansas City, Mo. 
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No. 410 Rubber Castor Cups—Retail for $0.15—For wash- 
ing machines, electric refrigerators, ranges, ironers, sewing 
machines, pianos, radios, etc. Save polished floors, expen- 
sive rugs and linoleums. Eliminate that irritating, jarring 
noise objectionable on the floor above or below. No more 
creaky floors. Tremendous demand all over the country. 


No. 400 Special— 
Retails for $2.75— 
Water pressure 
drainer—fills with 
both hot and cold 
water, fits all 
faucets smooth or 
threaded. Complete for oath 
with heavy red, all fuels 
rubber tubing. In- 
dividually packed in corrugated carton, convenient to reship 
or mail. 











No. 409 Reversible 
Filler—Retails for 
$1.00—Heavy wall, 
all rubber, red cor- 
rugated tubing, full 
' 58” flow, few inches 


short of 5 feet, 
firm yet pliable with nickel plated fittings. 











No. 408 Clothes 
Dampener— Retails 
for $0.75—A daily 
necessity in every 
home, indispensable 
for ironing, handy 
for spraying plants, 
cleaning windows, 
sprinkling before sweeping and many other uses. 


SPECIAL DEALER PRICES—BIG PROFITS 











S1pH-O Propucts CorPORATION 
60 India Street, Boston, Mass., Dept. E 








POSITION 


EASILY MOVED 


CELINA 
Handy-Portable 
Laundry Tubs 


—a wonderful washer premium 


A handy necessity; offered as a premium with a 
washer these tubs often provide just the extra “punch” 
to make the sale. Just right to use with any washer; 
easily filled, moved, drained; velvet smooth rounded 
corners and edges prevent damage to clothes; strongly 
made, neatly finished. A home laundry requisite even 
with stationary tubs installed. Shipped legs detached 
(easily assembled), to save freight and space. Only 
one style; minimum investment required. Used singly 
or in pairs. Not only a great premium but also a 
ready seller to present washer owners. 





Height 191% inches; width 17 inches; 
length 43 inches; accommodates two 
tubs; easily and quickly folded when 
not in use into compact unit, as shown. 


“Foldeasy” Wash Benches 


Another real premium item; a .good seller as well. 
Strong and durable; light and easy to handle. All 
steel; rounded corners; flattened leg ends to prevent 
marring floor. Compact shipping unit saves stock 
and floor space. 


Write Department M for full information and 
prices on these two business-building specialties. 


THE CELINA MANUFACTURING CO. 
CELINA, OHIO 
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Manufacturers who invest thousands for defense z 
against fire will not tolerate cheap, unreliable fuses to guard electrical 
equipment against the destructive effects of “shorts” and overloads. 


NOARK. FUSES 


made by an organization world-famous for the precision 
and accuracy of its products may be depended upon to 


“Blow on the Dot’’ 
Illustrated Price List Upon Request 


CoLt’s PATENT FIRE ARMS MFG. Co. 
¢ ELECTRICAL DIVISION 


Gun HARTFORD, ConneEcTiCcuT, U.S. A. @ 


wl NEW YORK BOSTON PHILADELPHIA PITTSBURGH CHICAGO SAN FRANCISCO 33-F-4 
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' PULL-A-PLUG! 


Fits standard.attachment plugs. No Re-Wiring. 
Prevents frayed ‘wires, short circuits, burnt-out fuses and 
broken plugs. ° 

mp - 


Retail Price 15 Cents Each 
- Packed — 1 On Display Card 
24 In Box 


25 Pull-A-Plugs to a Set. 
Pull-A-Plugs Make Good Premiums 


REN MFG. CO. 


216 Main Street, WINCHESTER, MASS. 
, Cable Address—RENLOCK, Boston. 


The MERRITT FLOOR MACHINE 


HE Merritt Floor Machine has features which 
distinguish it and make it an especially desirable 
floor machine particularly for the household. Sup- 
ported on four brushes—two running in each direc- 
tion, right and. left—the square body will fit nicely 
into the cornérs. It won’t run away 
and is so.thoroughly balanced » 
that its weight—44 lbs. on the y (~ 
POLISHING 
SGRAPING 


brushes—is very easily han- 
dled. The handle is s of ate! 

SCRUBBING 
BUFFING 











and movable. «=: - 


Retail stores, all over, 
are selling it and the 
price complete. with 
one set of ‘brushes 


is $115.00: 





Patent 
Pending 


rh On Exhibition 

at the showroom of . 
the Westinghouse 
Electric Company 
on the Boardwalk, 
ee City; be 





sure to see it. 





Tue Merritt Evectric Ftoor MACHINE Co. 
235 GREENWICH StT., New York City 

















Beautiful, 


_d fapendala 


Finished in 
orange and 
black crys- 
tal lacquer. 


t} a 
\the Paul 
Electric Water Heater 


A new and better Automatic Water Heater. 
Scientific construction and perfect insulation 
have resulted in unusually high efficiency with 
the lowest heat loss ever secured. 


efficient 
sand entirely ' 











Exceptionally low price—and operating 
cost is no greater than the cost of burning a small 
light bulb continuously. May be used as automatic 
or semi-automatic at will. 


Safety assured by pressure and tempera- 
ture relief. Dependable Paul Quality of course. 


Write for Bulletin 
FORT WAYNE ENGINEERING~ 
& MFG. COMPANY 


1711 N. Harrison St. 
C¥ort Wayne, Indiana = 





3 Leaders 


Kes 


Guaranteed ““WIMO” Slick-Finish 
Non-Metallic Sheathed Cable 
Underwriters’ Standard 


Guaranteed 
Surface Conduit System 
Underwriters’ Standard 





Guaranteed 
“WIMO” Slick-Finish All-Weather Loom 
Underwriters’ Standard 


THe WirnemorD Company 


HAaRTFORO,CONN. 

















WUDEOUEaNaNsnaneunueceeeinainies 








One Size Fits 
All Common Wiring 
Joints—IDEAL 
UNIVERSAL 


No confusion of sizes—wireman simply carries 
a supply of one Universal Connector in his 


pocket. Spiral Wire Insert Serves a Double 





Send coupon for FREE Sample today. 


Purpose. SS 
1. Acts as a current carrying sleeve, insuring S 
100% conductivity. & 

. Threads and binds wires together, in a grip S 
of steel. SX 

S: 


C: 
Ss 





lh 


IDEAL COMMUTATOR DRESSER nin 
1037 Park Ave., Sycamore, Ill 

Please send FREE Sample of Ideal Universal iieiames. 
Name 


Joins two No. 18 
stranded wires to 4 


TeCere er eRe eee ee er ee ee ee a a oo a 


es No. 14 solid with 
FF OEE T Pe Lee CEC ee ie EE ee oe ein eee 
UR RE oo as owe Sree ow atec eae qele b. ais Silederw eee or 2 No. 12 solid. 
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Wherever you are located 
a Sturtevant office 


or distributor is near 
—ready to serve 


F 
Z 


ABET EL 
oh Se 


te 


UICK installation is usually demanded 

when you take an order for a ventilating 
fan. You must be able to meet the demand 
—you can meet it with the nation-wide 
Sturtevant distributing organization back of 
you. 





No matter where you are located, one of the 
80 Sturtevant and Graybar offices is near at 
hand. You can phone an order for a Sturtevant 
Ventilating Fan and have the fan for installa- 
tion promptly. 


You can install a Sturtevant Ventilating Fan, 
confident that it will give many years of 
efficient, trouble-free service. The name— 
Sturtevant—is your guarantee. It stands for 
the largest manufacturer of ventilating equip- 
ment in the world. : al 


Get in touch with the nearest office now—ask 
for a supply of dealer help material. 


B. F. STURTEVANT COMPANY 
Hyde Park, Boston, Mass. 


Distributor: Graybar Electric Company 









Graybar Electric Company 
offices are located in all 
principal cities. Prompt 
shipment of fans assured 
from local or nearby stock. 
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LAVA 
INSULATORS 


“Retained Dielectric Strength” 
under high temperatures is one 
reason why Electric Appliance 
Manufacturers incorporate 
Lava in their products. 


AMERICAN LAVA 
CORPORATION 
1423 William St. 


Chattanooga, Tennessee 
Manufacturers of Heat Resistant Insulators 








WEATHERPROOF 


RUBBER 
COVERED 


SLOW BURNING 


BARE 
COPPER WIRE 





PHILLIPS WIRE COMPANY 
PAWTUCKET, R. L. 



































annse < tw J 
sama LYE TWO 
Listed as Standard by Underwriters Laboratories. 


2-Plex is a high-grade friction tape 
and a heat-tested insulating rubber 
tape combined into ONE tape. This 
enables you to wrap a joint in one 
operation, NOT two, and have a 
safe, satisfactory, easily done job. 


2-Plex tape can cut your labor cost 
an crease your profits. It has for 
other electrical contractors. 

Order from your jobber or send for gen- 
erous size free sample. 








Holfast Rubber Co., Atlanta, Ga. 
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WEACO SHERMAN 


Set Screw 
—Water Heaters— 
a Connectors 























Sherman features of design 


make this 





The Logical Connector 


1. Economical 
2. Simple to use 
3. Has longest life 





Sherman Set Screw Connectors are milled from 
high-grade solid brass rod and embody every pos- 
sible convenience. 


They are made in sizes to meet every possible con- 
necting need. ‘This quality line consists of two ‘ 
types—one with center dividing wal!—one with 





, wire holes extending clear through, both types 
New— Efficient — being obtainable in 4+ screw and 2 screw designs. 
Automatic | These connectors have proven most desirable and 


‘ economical for connecting electric motor leads and 
; for solderless connections that can be removed and 
A FAST SELLER rewired. They also make durable and neat con- 
nections when used with solder. 
The construction is so designed that water is 
maintained at just the desired temperature— Here are a few features: 
automatically—and with the least expenditure a. All screws are galvanized and rust proof. 
for current. 
b. Identifying number stamped on every 
connector. This prevents confusion where 
various sizes are carried in stock. 


Units are of Weaco Heavy Duty Immersion 
type, designed to give long service, even where 
scale is found. They will not burn out if tank : ; 
dickies dee. ’ c. Ample electrical capacity for any wire 
, that can be inserted in the hole. 
Temperature can be adjusted for a given point d. Neatly boxed. 


and then maintained automatically. 


Heavily insulated, extra-heavy welded tanks, JOBBERS— 


attractively finished. Add these Connectors to your present 


F { lines—you will find a large demand 
Made in many useful sizes. led tha, 





Send for dealer offer! 
SOLD THROUGH JOBBERS 





Warren Electric Appliance Co. 


Warren, Penna. H. B. SHERMAN MFG. CO. 
Ss BATTLE CREEK, MICH. = 
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PERKINS 


GROUND THREAD WORMS 


P ERKINS hardened and ground thread worms are used 
by the leading manufacturers of electrical appliances for their 
high speed motor reduction drives, in order to secure that 
smoothness, quietness and efficiency of operation which 

is a necessity for a high quality machine. 
Our competent engineering staff will be pleased to 





consult with you on any of your gear problems. 
Send samples or blue prints for estimates. 


PERKINS MACEINE & GEAR CO. 


PRODUCTION GEAR SPECIALISTS 


130 Circuit Avenue 
Springfield, Mass. 
































1928 


Electrical & Industrial Exposition 


October 17th to 27th Grand Central Palace 
Lexington Ave & 46th St New York City 


Working industrial exhibits, commercial,industrial and home 
uses of electricity, and government exhibits will combine 
to make an unusually attractive and interesting Exposition 


Arrangements For Space May Be Made Now 


124 West 42nd Street 
New York 
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Small Universal 
Motors 


1/100 to 1/20 Horsepower 


Also battery motors 
in fractional sizes. 


Write and tell us 
your problem. 





No. 44 


Manufacturers of Motors for Over Twenty-six Years 


KENDRICK & DAVIS CO. 


LEBANON, NEW HAMPSHIRE 








Sturtevant Electric Motors 


Made in fractional sizes 
from 1/20 to % horsepower. 
D.C. and A.C. 


Ball Bearing 
Long Running 











Particularly well adapted for 
driving domestic appliances and 
small machinery. 


B. F. STURTEVANT COMPANY 
Hyde Park, Boston, Mass. 
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The Greatest 


Stromberg - Carlson 
Radio Line 


Sx new A. C. Stromberg- 
Carlsons tosatisfy the demand 
for all direct light socket opera- 
tion wherever 105-125 volt, 50- 
60 cycle alternating current is 
available. Four Universally 
Powered Stromberg-Carlsons to 
give indirect A. C. operation 
with “B’’ Eliminator and Uni- 
power; or complete D. C. opera- 
tion with batteries where house 
current is unavailable or unsuit- 
able. 


The wide range of Stromberg- 
| Carlson prices, given by this 
B extensive new line, plus the pro- 
tec.ion and profit possible under 
the new Stromberg-Carlson 
financing plan permits a dealer 
to make more sales with safety. 





Stromberg-Carlson Tel. Mfg. Co. 
Rochester, N. Y. 


Stromberg-Carlsons range in price, East of Rockies from $193.75 to $1245; 
Rockies and West $206.25 tc $1299.00; Canada $245.25 to $1650.00 











Look 


for the report of the 


National Electric Light 

Association Convention in 

Electrical Merchandising’s 
July Issue 








Highest Quality Armature 
and Stator Winding 


Fa 





% H.P. Washing Machine Motor, any make, 


FEWOUNGE vs ccccccowasdesodacnaedieaauadsdae: $6.00 net 
All Types Vacuum Cleaner Armatures, re- 
WOUNGINs cus cassactendadwadvwekoudinewwaasen: $3.50 net. 


H. M. Fredericks Co., Lock Haven, Pa. 


Armature Winding Specialists 














5 Amp. 125 V. 


Rating 3 Amp. 250 V. iron box-covers. 


Approved by 
Underwriters Laboratories, 
February 24, 1928. 

Cat. No. 

2646-S.P., 34 inch. 
2647-S.P., 4 inch. 
2648-3-Pt., 34 inch. 
2649-3-Pt., 4 inch. 


80 Boylston Street 











THE LATES 


A line of “dependable” toggle switches, permanently attached to 
Binding-screw terminals are exposed on the 
rear, as in sign receptacles. Covers may be black, galvanized or 
brass lacquer. Send for sample. 





SINCE 1895 





IN SURFACE TOGGLE SWITCHES 
IN OUTLET BOX DEVICES 


HENRY D. SEARS, General Sales Agent 


Boston, Mass. 


Whe Devees Xo 












































a Insulation 


Make up for time lost in fishing 
wires through conduits by using 


WIRE NUTS 

atthe junctions. They’rethe quick- 
est, slickest little joiners you’ve 
ever hooked up with. 
Inside the insulating shell is a threaded 
tube which not only squeezes the twisted 
wire ends together but bites into them, 

making a strong joint and a perfect 
. t as dard connection. 
toe Coit’s PATENT FinE Arms Mr. Co. 


and use ’em. MOLDED PRODUCTS DIVISION 
Hanrtroap, Con! Connecticut, U.§ S.A. A. @ 


(MEW YORK - BOSTON - » CHICAGO - 





Your jobber 
has them in 


33-0-106 
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MOLDED PARTS 


Cold Molded Insulation 
and Bakelite 


American Insulator Corporation 


NEW YORK OFFICE: 
Room 1623, Graybar bldg. 


PLANTS: NEW FREEDOM, PA.; DANBURY, CONN. 











Another Lot of Small Metal Stampings 








PATTON-MacGUYER CO., PROVIDENCE, R. I. 














There’s A Big 


Turnover on Vase 
Mountings 


You can get a part of the profits 
desired through the trend toward 
original lamps. Our converters 
fit any vase, are cheap in price 
and naturally they sell rapidly. 
Get our prices before buying 
other types of converters. 


Write for Catalogue. Dept. M10 








Eagle Electric Mfg. Co. 
59-79 Hall St., Brooklyn, N. Y. 


AUCUOUODUUSANEEUAEAOUDOEDODEOOUUAOAEUEDIOENNEEE ED 








Stop ’em 
Bring ’em 
In to buy 








HE new Empire revolving display stand 

stops ‘em—brings ‘em in—to look and buy. 
Put one in your window. It’s interesting. It car- 
ries seven Empire Electric Steam Engines—and is 
driven by the powerful New Empire Magnetic 
Engine direct from socket power. Ask for catalog. 
It details stand and complete Empire toy line. 


METAL WARE General Offices and 
CORPORATION <4 TWO RIVERS, WIS. 
Chicago < Minneapolis 

New York St. Louis 


San Francisco 


EXPORT DISTRIBUTORS: 
International General Electric Co. and John H. Graham Co. 
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BUN 





~9¢ 





At the Show 


and 


All Year Long 


ACME Values Are 
Outstanding 





No. 1705%4 


5 LT. CEILING FIXTURE 
Length 20-in.—Spread 19-in. 
Wired with Keyless Sockets 


ul 92 


A Beautiful New Set 
in Solid Cast Bronze 


No. 1705C 


5 LT. CANDLE FIXTURE 


Length 36-in.—Spread 19-in. 
Wired with Keyless Sockets 


$1275 


ACME LIGHTING PRODUCTS, INC. 


2114 WOODLAND AVE. CLEVELAND, OHIO 





WY TANY TAN WAY TAY 
BSB NENA 
YCSICSIC 





. “4x 
a Sela’ Oe 
FICAIT 








“ELECTRICAL MERCHANDISING Vol.39, No.6 


























































Organized in a small way in 1888, the Diehl Manufacturing Company plant 
at Elizabethport, N. J., today occupies more than 300,000 square. feet of 
floor space and employs 1,000 people throughout the entire year in 
the manufacture of fans, motors and generators of various types. 


The Diehl Manufacturing Company’s years of experience 

q in the design and construction of electrical apparatus 

and the exceptional mechanical ability of its parent 

company, The Singer Manufacturing Company, 

g have produced in Diehl products the same 

\ exactness of detail, correctness of design 
and superiority of construction that is 


. 


_ 





found in the incomparable Singer 
sewing machines. 





DIEHL MANUFACTURING COMPANY 


Electrical Division of THE SINGER MANUFACTURING COMPANY 
ELIZABETHPORT, N. J. 


Atlanta Boston Chicago Cincinnati Dallas Detroit New York Philadelphia St. Louis 
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Quality Products 








FRICTION 
TAPE 


steadily—year after year—that’s the ‘“‘cold 
fact picture” of SEPCO service to the 
utilities, the trade and public. 

In every detail of construction the best use of a 
store of knowledge and experience has been ap- 
plied as a tribute to the wisdom of Engineers and 
Commercial Managers who want the BEST in 
electric water heating service. 

One of the many exclusive features that reveal 
SEPCO merit accurately is the “leakage by-pass.” 


When users forget to close their 
hot water faucets tightly this by- 


Friction that Sticks pass prevents waste of HOT water 


and electric current. 
SEPCO can competently serve the requirements of 


Compound that Fuses the trade and public. We seek an opportunity to 


prove “performance” with cold facts—plain, un- 
colored facts! 


The incomparable 
electric water heater 








SLACK | EADERSHIP over all electric water heaters, 
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Ga RICTION TAPE . 





Write Us for Samples 


APPLETON RUBBER COMPANY 


FRANKLIN, Mass. 





Automatic Electric Heater Co. 














1505 Race Street Philadelphia, Pa. 
"q BOOTHS 149-151 7 
nis N. B.L..A: a 
IT Tm 
Iq June—1928 
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DeJur 
Regulating Hee 


ELECTRIC IRON 





The First of Its Kind! 


Be sure to see it— 
then let your wife decide 


your household . . . just mention to her 

that the DeJur 3-heat regulating iron 
has three variable degrees of heat—that it elimi- 
nates the necessity of removing the connecting 
plug from the light socket—or from the iron. . . 
No more spasmodic heating and cooling— 


Gree this advertisement to the lady of 


Tell her that this iron is endorsed by the 


“Good Housekeeping Institute” 
“New York Herald Tribune Institute” 


and she will immediately appreciate the 
significance of this feminine approval. 


Instantaneous correct temperature for georgette 
underwear—children’s voile frocks—face towels 
and napkins . . . The three red buttons, right at 
the finger-tips supply the three desired degrees of 
heat... LET YOUR WIFE TELL YOU 
THAT THIS IS A PROFITABLE ITEM. 


De Jur Propucts ©. 

199 LAFAYETTE STREET, NEW YORK CITY 
The DeJur 3-heat regulating iron is on dis- 
play in Booth No. 194. Be sure to see it— 


it will be worth your while. 
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Every Housewife Ado 
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TRADE MARK a 
e s i ] tri Rai 

Beautiful Pastels |] “eae ue ee ee 
i | orcelain enameled oven; an- 

on old ivory ue iron base, boltless, cast 
Nile Gr een tops = legs. a type, 

° orcelain ename rip p 

Alice Blue with glass handle. The new 
Arabian Tan L&H Electrics automatic 





temperature control — direct action — |: 
noiseless. Operates on either D. C. or & 
A. C.; not affected by frequency or 
voltage changes. Can be equipped 
with L&H Electrics Time Control. 


Le 


WaterHeaters 


Storage Type 


The new L& H Electrics 
Water Heaters provide con- 
stant, dependable hot water 
supply for all purposes. 

Simple, compact, auto- 
matic, durably built and 
easily installed. In 10 gal. 
or 25 gal. capacity. Heater 
Unit easily removed for 
cleaning without disturbing 
plumbing or electrical con- 
nections. For A.C. or Direct 
current—unaffected by fre- | 
quency or voltage changes. 

Finished in Nile Green 
(baked Japan)—ideal for 
kitchen installation. 

There’s an L&H Electrics 
for every household need— 
send for all profit facts re- 
garding our full line. Usethe 
information coupon below, 
or write. 


BRANCHES AT 
136 West 42nd Street 
New York, N. Y. 
"L&H Building, 
2626 W. Washington Blvd. 
Chicago, Ill. 
1636 Fourteenth Street, Denver, Colorado 
715 Bryant Street, San Francisco, California 


ELECTRICS 


& 
TRADE MARK RAN G ES 


A. J. LINDEMANN & HOVERSON co. 
1245 Cleveland Avenue, Milwaukee, Wis. 


Gentlemen: . 
Send your representative with full information about L& H Electrics 
Ranges in color; also L& H Electrics Water Heaters. 


Coral Red 
Oriental Yellow 





ELECTRICS 


TRADE MARK 


LG@H Electrics 


Turnsit Toaster 


L@H Electrics 
Table Stove 























SEE 


— 
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POSITION WANTED 





REPRESENTATIVES AVAILABLE 





COMMERCIAL manager, now employed, 
desires larger field; twenty-six years of 
age, six years experience in public util- 
ities merchandising methods; good edu- 
cation, ambitious, dependable. PW-139, 
Electrical Merchandising, 7 South Dear- 
born St., Chicago, Ill. 


SALESMEN WANTED 


SALESMEN WANTED—To sell national 
advertised article; installed in over thirty 
per cent of new homes where now intro- 
duced; must be acquainted with local 
building contractors. Address Gas-Gard 
Co., 375 E. Main Street, Rochester, N. Y. 
Attention: Mr. Hoffman. 














PENNSYLVANIA and Western New York 
representative, eight years’ experience in 
electric appliances, will represent progres- 
sive manufacturer to jobbing and retail 
trade. Can give bond and references. 
RA-140, Electrical Merchandising, Tenth 
Ave. at 36th St., New York. 
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VACUUM CLEANER BA 85c. 
FOR ALL MAKES 
Made of high grade navy blue dust proof 
cloth, less hardware. 


Hoover 126. 

BELTS for Western Elec. 16c. 

Ohio 5e. 

All Makes of Brushes Rebristled 60c. 
f.o.b. Chicago 


GENERAL REPAIR & SALES CO. 
17_N. La Salle St., Chicago 








REPRESENTATIVE wants an appliance 
line of merit for Southern California. Am 
well acquainted with territory and can 
furnish the best of reference. RA-135, 
Electrical Merchandising, 883 Mission St., 
San Francisco, Calif. 





you are in charge of 
employment and need 
good men— 


Tt 
Or 


you are an individual 
seeking a better posi- 
tion— 
ADVERTISE 
in the Employment 
Columns of the 


SEARCHLIGHT SECTION 


Available for 


SALES 


PROMOTION WORK 


in the marketing of electrical specialties 
among jobbers, dealers, central stations and 
all other outlets. ; 
Thoroughly experienced in marketing 
specialties and_ electrical material and 
equipment, building up national distribu- 
tion, including the handling of advertising 
and general publicity work. 

Available on short notice for an attractive 
proposition. 


PW-138, Electrical Merchandising, 











Tenth Ave. at 36th St., New York, N. Y. 








Vacuum Cleaner Armatures 
Rewound Exchange Price $2.50 each. 
Vacuum Cleaner Brushes Rebristled $.50 
each. Rebuilt Vacuum Cleaners—Look 
Like New. Write for Prices. 

R. POMRANZ ELECTRIC CO. 

4552 Sheridan Ave., Detroit, Mich. 








VACUUM CLEANERS 
and ACCESSORIES 


All Makes of Reconditioned Cleaners 
FULLY GUARANTEED 
APEX—PREMIER—FEDERAL 


Lots of 100 each $8.50 
Write for Details and Prices on Others 
Hoover Belts—Guaranteed— 
Lots of 100 each 12 cents 
Bags—to fit All Makes—Guaranteed. 
Lots of 100 each 60 cents 


Send for Bulletin, 


AUTOMATIC ELECTRIC SERVICE 





840 No. Racine Ave., Chicago, IIl. 











When you want men— 


Put your advertising for them on the same basis as your other 


publicity. 


. 


If you want a salesman, sales manager, expert repairman, or 
other competent assistant for your business, an advertisement 
in the Searchlight Section of Radio Retailing will put you in 
prompt touch with the best men available. The cost is only 


10 cents a word. Send in your advertisement today for the 
next issue. 
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Use your KIT! 


for prompt fan servicing 


For all types of fans that show evidence of “ 
fever,” that lazy indifferent attitude towards making 
“a whirl of it”—put in new carbon brushes. 
Ohio Carbon Brush Kit, costing only $5.00 will 
service 75 fan jobs, and other small h.p. motor jobs, 


too. 


There are 150 brushes and 60 springs (210 pieces 
in all)—each type in a separate compartment in 
the No. 2 Kit and the convenience of having the 
right brush and spring you need is worth many 
times the price. Take the Kit to the job. 


OHIO CARBON 
BRUSH KIT No. 


$5.00 


(Your Jobber has it) 


THE OHIO CARBON CO. 
8215 Almira Avenue 
Cleveland, Ohio, U. S. A. 


Offices in principal cities 
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Marion Model 256 


Percolator 


Marion Model 67 
Giant 


Toaster 


' ERE are three Marion appliances that 
go over big as gifts for June occasions. 
Feature them. You'll find they bring 

the window shoppers inside to buy. 


These and other Marion appliances have 
proved to be exceptional sales makers for 
dealers handling them. 


Marion Get our catalog. And get in touch with your 
Pe ile jobber now. 








Successfully Made By 


utenber Electric Company: Inc. 
R General Offices and peed 


MARION ° INDIANA 





San -Francisco, Calif., Omaha, Nebr., Boston. Mass., St. Paul, Minn. 
Sharon Bldg., Baum Bldg., 1601 Milk St. 2362 University Ave. 
New Montgomery St. 1sth & Farnum Sts. ; Kansas City, Mo., 
St. Louis, Mo., Philadelphia, Pa. — = Sones peed _— 
112 N. Third St. Fox Bldg. pte Selects 19 W.’ Chics 

219 W. Chicago Ave. 
Detroit, Mich., Atlanta. Ga., New York City, N. Y. Memphis Tenn., 
3337 Whitney Ave. 705 Bona Allen Bldg 20 Vesey S 1057 Peabody Ave. 








This hanger has eye value. 


“Bronze at the price of brass?” exclaims the Customer when he 
sees the sample—‘‘I’ll take it!” 


No haggling—no asking you to revise your bid downward——no 
whipsawing you to save a few pennies per unit. You're given the 
business at your own figure because the Bronze Embossed ‘‘Red Spot” 
looks like more money than the price you ask. 


Finely proportioned—handsomely embellished with rich, deep 
embossing—vibrant with the beautiful Wakefield bronze finish— 
dignified, substantial and solid in appearance—you only have to look 
at a sample to understand why the Customer says “Yes” first and 
asks the price afterwards. 

Genuine Bronze at the price of brass! 

But that isn’t the whole story. Though it’s low in price you make 
vour full and generous margin of profit on the Bronze Embossed “Red 


Spot.” You also get time-saving mechanical convenience that adds an 
extra two bits to your profit by reducing installation expense. 





If that sounds interesting, get yourself a sample and simply show it 
to the buyer of the next lighting job you have in prospect. He'll buy 
—you won't have to sell. 





Order that sample today. Write us direct. 





he F.W. WAKEFIELD BRASS CO.~‘Vermilion.Ohio 
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